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America is a nation on wheels. But 

the percentage of car-owning and 
multiple car-owning families varies 

by region. So do the amounts and kinds 
of driving. Major tire advertisers 

have found that the flexibility of 

Spot TV solves this problem—allows 
them to apportion their TV dollars 
market-by-market. 


This study suggests how to use 
Spot TV for the Tire Industry. 
It’s yours for the asking! 


Television Division 


Edward Petry & Co., Inc. 


The Original Station 
Representative 
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Despite network-division setbacks, tv is hitting 


new highs in dawn-to-dusk billings 
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Fast growth in the highly competitive beer market 


is credited in large measure to tv 
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Letter from the Publisher 


Serving the Public 


In its April 4th issue TELEVISION AGE will make its annual report 
on the dollar value of commercial television’s 1959 public-service 
telecasts. 

While compilation of the final figure is not complete, sufficient 
questionnaires have been processed to predict that the total for time 
and talent last year was close to the record-breaking $271 million 
which was reached in 1958. 

This fact cannot be contemplated without some amazement. This 
places the value of station donations to public service at about 20 
per cent of their annual revenue—double the tithe which the Bible 
sets up as a standard for good works. 

And, while this total is most impressive, it does not in fact cover 
the amount of time and talent devoted to public-service telecasts. 


Sponsored Programs Not Counted 


The TV AGE survey limits its compilation to programs and an- 
nouncements which the licensee presents free to the viewing public. 
Those telecasts—and there are more and more of them each year— 
which are sponsored in whole or in part are not included in the sur- 
vey. These programs are the gifts of socially conscious and astute 
advertisers who have discovered that quality programs of an infor- 
mational nature often are the best corporate-image builders. 

Does the fact that these programs are sponsored matter to the 
public? Not at all, as far as we can see. The public interest is served 
just as truly by a program that comes through an enlightened adver- 
tiser as it is when the program is telecast unsponsored by the station 
or the network. 

In the April 4th issue TELEVISION AGE will present a cross-section 
of opinion on the subject of sponsored public service which advances 
some interesting viewpoints. It is no secret that these opinions of 
industry leaders are predominantly in favor of sponsored public- 
interest telecasts. With the help of a sponsor’s backing many infor- 
mative and enlightening subjects can be handled even more skill- 
fully than they*could be if presented by the station alone. 

This truth does not alter the responsibility of the broadcaster to 
serve the public. There will continue to be many announcements 
and programs for which he alone must pay the bill in both time and 
talent. 


Responsibility Accepted 


Station management is not shirking this responsibility. Reports 
from over 50 per cent of the commercial outlets on the air today 
indicate that station executives have gone more than halfway to ac- 
cept this challenge to serve. 

The record they have made is a glamorous one. It is a service to 
the public of which all connected with television can feel justly 


proud. 
Cordially, 
Gp An 















VIDEO TAPE IN ACTION: VICTOR BORGE IN “‘“ACCENT ON MUSIC,’’ MARCH 18, NBC-TV 


BORGE IS SPECTACULAR 


on “SCOTCH” BRAND Video Tape 


[] The accent. was on music on the Pontiac Star . television industry, cut production costs sharply 
Parade Special, March 18. And in it, Victor Borge 4 Mam and made schedules more flexible. It has provided 
was picture-perfect thanks to the miracle of J more ideal rehearsal conditions, eliminated fluffs 
video tape. Thousands of great moments in tele- } and minimized shooting time. It has brought 
vision, ranging from rebroadcast of the knockout Yo § about production possibilities limited only by the 
round of a championship fight, to a “live” look- § | imagination of the user. [] “Scorcn” BRAND 
ing commercial that wasn’t “live” at all, to a ~ 2a Video Tape, like audible range and instrumenta- 
smooth network production that appeared so @ - tion tapes, was pioneered by 3M research—the 
perfectly “live,” were telecast on “SCOTCH” BRAND a FY research that keeps 3M magnetic products first in 
Video Tape. [] Video tape has revolutionized the proven quality for professional use. 


Miienesora //finine amp ]/fanuracrurinc company 
«++ WHERE RESEARCH IS THE KEY TO TOMORROW 
D> 


**Scotch” and the Plaid Design are Registered Trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., New York, Canada: London, Ontario. © 1960 3M Co. 
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How Do You 
Ficure 1.Q.? 





1. Q. may be defined as Impact Quotient . 
available acceptability that a product achieves in a given market. 








tion market. The correlation of these definitions . . . for market im- 


pact rely on the station with market influence. 


In South Bend, Indiana, WSBT-TV is the station with the highest In- 
fluence Quotient. So evidenced by eight years of 45 to 50% audi- 


sen (share of sets in use, sign-on to sign-off). Accomplished with a 
full schedule of top CBS shows and “‘red-hot"’ local programs. 


For product impact on the $1,613,896,000 SouthBend market, use 
an influential WSBT-TV schedule. See Raymers or write this station 
for availability lists. 


WSBT-TV 


South Bend, Indiana ¢ Channel 22 
Ask Paul H. Raymer ¢* National Representative 


STATIONS 
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ence shares; proven again in November, 1959, with a 47.8% Niel- | 


. the percentage of 


1. Q. also may be defined as Influence Quotient . . . the percentage | 
of audience acceptability earned by a broadcaster in a multi-TV sta- | 





Television 
Ape 


VOL. VII No. 17 


Publisher 
S. J. Paul 
Editor 
Art King 
Associate Editors 
Daniel Richman 
Dick Donnelly 
Don Dunn 
Assistant Editor 
Virginia Peters 
Washington Correspondent 
David Stewart 
. 
Advertising 
Ben Rachlis 
Robert J. Kinney 
Graham Spencer 
Production Director 
Fred Lounsbury 
Advertising, Sales Service 
Lee Sheridan 
Circulation Director 
H. C. Gainer 
Reader’s Service Dept. 
Marcia Amsterdam 
Business Office 
G. B. Dennis 
Chicago Office 
Ben Rachlis 
Midwest Sales Manager 
333 North Michigan 
Tel. FRanklin 2-7100 
West Coast Office 
R. J. Friedman 
West Coast Manager 
5866 Hollywood Blvd. 


Los Angeles 


Hollywood 6-2131 





Member of Business Publications 
Audit of Circulations, Inc. 


TELEVISION AGE is published every other 
Monday by the Television Editorial Corp. 
Editorial, advertising and circulation 7 
fices: 444 Madison Ave., New York 22, 
N. Y. Phone: PLaza 1-1122. Publication 
office: 109 Market Place, Baltimore 2, Md. 
Single copy: 50 cents. Yearly subscription 
in the U. 4 and possessions: $7; in Can- 
ada: $8; elsewhere: $12. Second class post- 
age paid at Baltimore, Md. Copyright 1960 
by Television Editorial Corporation, 444 
Madison Ave., New York 22, N. Y. The 
entire contents of TELEVISION AGE are pro- 
tected by copyright in the U. S. and in all 
countries signatory to the Bern Convention 
and to the Pan-American Convention. 











The 


Th 



































Business barometer 


3 











The first wonth of the '60s showed a larger than expected decline for television 
: spot business. 
The Business Barometer survey indicates that national spot was off 10.5 per ce 











January under the totals for Decem>der. 





Totais for the month were higher thanewa year before, however, showing an increase 
of 10.5 per cent in January 1960 over January 1959. 





The 10.5-per-cent drop in SPOT BUSINESS 
national spot from De- Jan. Fe M Ap J 
cember to January was 
the greatest recorded 
in spot for the period 
in the six-year his- 
tory of the Business 
Barometer reports. 














In 1954 the drop for the pe- ‘ 
riod was 7.4 per cent. > i | 
In 1955 spot was off ( \ \ 
3.5 per cent. In 1956 f = 


there was a gain for 
spot in the period of 
2.5 per cent. There 
was @ loss again in 
i957, this time of 2.6 


per cent, and another / oe ' | 

in 1958 of 4.4 per cent. f \ j A 
Last year the drop was i \ j / 
2.7 per cent in January. 2 \ \ 


The reason for the unusually 
large decline in spot 
business as compared 
with December may be 
accounted for in the 
considerable strength 
that spot indicated 
throughout 1959. A 
comparison of the two 
years can be followed 
on the chart on this 














page. 
In 1959 the month-to-month , 
comparisons of spot, A Jan. off 10.5 per cent under Dec. 





each figure comparing B Jan. 1960 up 10.5 per cent over Jan. 1959 


with business the month 

before, was as follows: January off 2.1 per cent, February up 11 
March a gain of 13 per cent, April up 2.1 per cent, May off 2.2 p 
June down 9.4 per cent, July a loss of 10.1 per cent and August o 
per cent. 


-4 per cent, 
er cent, 
pe & & 


Yet 


In September the gain was 19.3 per cent ani in October 29 per cent. November was 
down 2.6 per cent and December 15 per cent. 
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FILM does the }: 
“impossible!” | 





ALWAYS shoot in color . . . Eastman Color Film . . . You'll be glad you did. 











For example, helping LESTOI seek 
out and sell millions of housewives 
through brilliant, imaginative, 
instantly understood ANIMATION is 
possible only with film. 

In fact, film—and film alone— 
does these 3 things for you: (1) 
gives you crisp, vivid animation; 
(2) provides high-polish commer- 
cials rich with optical effects; (3) 
assures penetration and coverage 
the world over. 

For more information, write 
Motion Picture Film Department 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Avenue 


New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 





West Coast Division ' 


’ 6706 Santa Monica Blvd. 
Hollywood 38, Calif. 





or W. J. German, Inc. 
Agents for the sale and distribution 
of Eastman Professional Motion: 
Picture Films, Fort Lee, N.J., 
Chicago, Ill., Hollywood, Calif. 











Advertiser: LESTOIL Inc. 


Producer: 


Robert Lawrence Animation Inc. 
Advertising Agency: 


Jackson Associates Inc. 
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Oo, B & M Profile 

. you write (TV AGE, Feb. 22, 
1960, page 40) that “the OBM trade- 
mark is yet to be established in tv.” 
Our policy is to establish the trade- 
marks of our clients—not the trade- 

mark of our agency. 
Davip OciLvy 
President 
Ogilvy, Benson & Mather 
New York City 


. . . I read the article on Ogilvy, 


Benson & Mather with great interest. | 


. .. | am sure the story will do our 

agency much good, and I wish to 

add my thanks to those of the other 
members of the firm. 

HENDRIK BooraeEmM Jr. 

Vice President 

Ogilvy, Benson & Mather 

New York City 


. . » May I take this opportunity 
to express my personal feelings to 
your organization for the excellent 


article . . . “Art for Ad’s Sake.” 
Curisty WALSH Jr. 
Vice President 
Ogilvy, Benson & Mather 
New York City 


Interpretive 


. ... We at Checkerboard Square 
are delighted that you selected our 
company for such a thorough com- 
pany profile... 
pretive reporting job... . 

R. L. Eskripce 
Manager, Cereal Advertising & 


an excellent inter- 


Promotion 
Ralston Division 
Ralston Purina, St. Louis 


Educational Reprints 
Your article on department store 
advertising, “Education of a Giant,” 
is one of which we would like to have 
some reprints. . . . 
WituuaM M. BIcLey 
General Manager 


KTVE El Dorado, Ark. | 
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PROOF: 
Within its Grade A telecasting area, WSJS-Television reaches > Aouoe a} 

a consumer population of 1,393,420 with total spendable income "Z Stam 

of $1,827,286,000. In North Carolina’s biggest Metropolitan —e 
market located in the rich industrial Piedmont, the WSJS- / SE hg eK 

Television market represents a more powerful buying force eee 
than that offered by any other North Carolina station. \ ieatgvus ‘ecimréee cw 4 
“sauseury ASHE 

xanmarous ’ 
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ALBEMARLE 


BURLINGTON 


MOORESVILLE + 


WAY SJ SS television 


Winston-Salem / Greensboro 
MST Headley-Reed, Reps. 


CHANNEL 12 


12 March 21, 1960, Television Age 














Duz Doing More 

Procter & Gamble’s Duz, out of Compton Advertising, 
Inc., New York, expands the middle of next month into 
a small number of additional markets, primarily in the 
southeast part of the country. Filmed minutes in day and 
late-night spots will aim for women viewers, with fre- 
quencies noted at about 15 spots per week. Schedules will 
continue through the P&G contract year. Len Ziegel is 
the timebuyer. 


United Artists as a Television Corp. 

With the acquisition of Ziv Television Programs, Inc., 
United Artists Corp. made a belated but wholesale com- 
mitment to television. The $20-million purchase (see 
Newsfront, page 17), coupled with an earlier $30-million 
investment in Associated Artists Productions (now United 
Artists Associated), plus the costs of establishing United 
Artists Television and initiating five new tv series, means 
that the parent company has found it necessary to invest 
close to $60 million in tv in the past two years. And the 
investments have not stopped. UA has set up a special 
division to acquire television and radio properties in the 
United States and overseas. Bruce Eells, formerly execu- 
tive vice president of UA-TV, has been appointed head 
of that operation. His title is director of broadcast station 
acquisition. 


Tang Gets a New Twist 

General Foods Corp., which unveiled a major new 
breakfast item last year with Tang, reportedly is about 
to do it again. A companion flavored drink is called Twist 
and will depend largely on tv for its introduction. Filmed 
spots are in preparation under the supervision of Foote, 
Cone & Belding, Inc., New York. 


Plans A-Poppin’ 

In Philadelphia, the Pop Corn Sez Co. recently ap- 
pointed the S. E. Zubrow Co. agency to its account and is 
planning a spot tv campaign in Pennsylvania markets. 
Live minutes delivered by local kid-show personalities 
should begin late this spring for the firm’s cheese-flavored 
popcorn and similar products. Media director Don Mc- 
Carty is the buying contact. 


Post-’48s Put Goldwyn on a Limb 

With some sort of agreement assured with the various 
Hollywood guilds on television income from post-'48 pic- 
tures, it is now a matter of time before those huge back- 
logs are available to stations. This development has had 
an immediate effect on the asking price of the Samuel 
Goldwyn features, which have been unofficially available 
to tv for some time. However, the price ($150,000-$200.- 
000 a picture for approximately 46-50 of them) has been 
much too steep for anybody in the industry, and it’s the 


WHAT’S AHEAD BEHIND THE SCENES Te f € = S Cc oO iv oe 








me = 


ie hae 


general consensus now that Mr. Goldwyn has waited too 
long. With numerous features to be made available at 
some point in the future, the asking price on the Goldwyn 
films should be halved, many buyers argue. 


Step for Sterno 

A rather unusual product for tv—in that records show 
no similar item having used the medium—will be tested 
via spot schedules in a few markets late this spring. The 
product is Sterno, the canned-heat compound produced 
by a subsidiary of Colgate-Palmolive Co. Filmed minutes 
will run, with speculation leading to ideas that it could 
be advertised to outdoor campers, fishermen, etc., in sports 
programs, or to al fresco diners for warming buffet dishes, 
barbecues and the like. Gordon Dewart at Ted Bates & 
Co., Inc., New York, is the buying contact. 


TPEA Adds Members 

The Television Program Export Association has added 
Metro-Goldwyn-Mayer, Inc., to its membership rolls and 
at press time was expecting to enroll Twentieth Century- 
Fox and Warner Bros. The association, which is currently 
discussing strategy in the distribution of telefilm in vari- 
ous overseas areas, is out to develop the potential of 
foreign tv markets. One problem, that of the Japanese 
limit of $300 per half-hour, will be alleviated slightly: 
it’s understood that in April the limit will be raised. 


Echo for Philip Morris 

Philip Morris, Inc., which once dropped top-rated / 
Love Lucy because the show wasn’t selling cigarettes, 
reportedly is cutting loose Dobie Gillis for the same rea- 
son. The program ranks rating-wise behind Wyatt Earp, 
but has stayed ahead of its Fibber McGee and Molly and 
Ford Startime competition in the time slot. Alternate client 
Pillsbury Co. likes the show—as does Philip Morris—but 
doesn’t want to carry it alone. Dobie leaves its Tuesday- 
at-8:30 p.m. niche on CBS-TV, but may end up else- 
where next season, with one rumor having the show on 


ABC-TV Saturday nights. 


CNP Has a New Formula 

California National Productions, with a new program 
in both production and sales, is another film packager 
that will be coming up with different formats for both 
network and syndication. In addition to 26 more episodes 
of The Lawless Years (NBC-TV) and a new aviation 
series (which has already been picked up by a petroleum 
advertiser in 65 markets), the company has scheduled 
for shooting a library of five-minute stories for children 
using the stop-motion technique, a half-hour humorous 
animated series in color (with Bob and Ray) and a pro- 
gram of interviews with provocative personalities who 
have not yet been exposed to tv audiences. 
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Look 
who’s sold 
on ABC 


Alberto-Culver, Alcoa, American Chicle Co., 
American Cyanamid, Armour, American 
Redball Transit, Beechnut, Best Foods, Borde 
Block Drug Company, Breast o’ Chicken, 
Brown & Williamson, Campbell Soup, Canac 
Dry, Carnation, Carter Products, Chevrolet 
Coty, Cracker-Jack, Helene Curtis, Colgate, 
Derby Foods, Dow Chemical, Dinner-Redy, 
Dodge, Drackett, Du Pont, Drug Research, 
Dusharme, Durkee, Dutch Masters, Eastco, 
Eastman-Kodak, Elgin, Ex-Lax, General 
Foods, B. F. Goodrich, General Mills, Hart: 
Mountain, Haggar Co., Hollywood Brands, 
Hills Bros., International Latex, Johnson & 
Johnson, S. C. Johnson, Knomark Mfg., 
Kaiser, Lever Bros., Ludens, Libbey-Owens 
Ford, Liggett & Myers, P. Lorillard, Mars, 
Mastic Tile, Mutual of Omaha, Mattel, 
Miller Brewing Co., Miles Laboratories, Mog 
David, Massey-Ferguson, Inc., Minute Mai 
North American Van, Northam Warren, Ol 
London Foods, Peter Pan Foundations, 
Pharmaceuticals, Plough, Procter & Gambl 
Phillips-Van Heusen, A. H. Pond, Quaker 
Oats, Ralston Purina, H. F. Ritchie, Rena 
Restonic, R. J. Reynolds, Reynolds Metal, 
Renuzit, Scripto, A. E. Staley, Sterling Dri 
Seven-Up, Sweets Co., Toni, U. S. Time, 
Vitamin Sales, Vick Chemical, Ward Bakin; 
Westclox, Warner-Lambert, Welch Grape 
Juice, Whitehall Laboratories. 


The company on ABC is not merely good. 
It’s smart. Knows, if you please, the selling 
import of these basic ABCs: A)Share of 
audience—ABC-TV is now consistently first 
second every night of the week. B) Kind of 
audience—ABC-TV’s programming selects t) 
younger homes, with growing, consuming 
families. C) Cost of audience—ABC’s cpm o 
homes ($2.88) is lowest in the business 

of network selling. If you agree on the value « 
these ABCs, you can be sold—successfully— 
on ABC Television. 


WATCH ABC-TV IN ’60 


(more people will) 
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BUT... On WKZO-TV You'll Meet The 


Smiths, Joneses And Everyone Else 
NSI SURVEY—KALAMAZOO-GRAND RAPIDS AREA 





(November, 1959) In Kalamazoo-Grand Rapids! 
STATION TOTALS FOR AVERAGE WEEK 


Whatever their names, more people in Kalamazoo- 











HOMES DELIVERED PERCENT OF TOTAL Grand Rapids listen to WKZO-TV than to any other 
station. 

WKZO-TV/STATION B] WKZO-TV/STATION B WKZO.-TV delivers more homes than Station ‘B’ in 
Mon. thru Fri. 398 of 450 competitive quarter hours surveyed, Sunday 
9 a.m.-Noon 57,000} 29,300 | 66%, 34% through Saturday (see NSI Survey, at left). And ARB 
Noon-3 p.m. 72,100} 38,900 | 65%, 35% (April 17-May 14, 1959) also gives WKZO-TV an over- 
3 p.m.-6 p.m. 62,100} 43,400 | 58%, 42%, whelming lead in popularity—No. 1 spot in 74.6% of 
San Gon Sb all quarter hours surveyed. 
6p.m.-9 p.m. |141,600} 81,300 | 63% 37% That’s the story on WKZO-TV. If you want all the rest 
9 p.m.-Midnight |117,800} 62,400 | 65%, 35% of outstate Michigan worth having, add WWTYV, Cadillac, 














to your WKZO-TV schedule. 


*Smith is the most common name in the U.S., borne by approximately 1,504,000 persons. 


She Fe yer Hations 


— GRAND RAPIDS 
— GRAND RAPIDS-KALAMAZOO 100,000 WATTS @ CHANNEL 3 @ 1000’ TOWER 
out pores Studios in Both Kalamazoo and Grand Rapids 
ed with For Greater Western Michigan 
RADIO — PEORIA OS 
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Warm-Weather Viewing 

Blame it on the weather, not on the 
programming. Which is to say that 
the seasonal summer slump in view- 
ing is due to the long shimmering days 
and the short fetid nights, rather than 
to some deficiency in summer televi- 
sion fare, as is often alleged. Re-runs 
may not stimulate warm-weather view- 
ing, but in areas where the sun hangs 
in the sky like an overripe apple after 
months of wind and snow, viewers are 
likely to modify their living patterns, 
says the A. C. Nielsen Co., or words 
to that effect. 

This is one of the major points in 
tha* research company’s latest report, 
A Study of Summer Television, re- 
leased this week. The study finds that 
re-runs of selected episodes will ap- 
proximate winter share-of-audience 
levels, and summer replacements gen- 
erally do not perform as well. On the 
other hand, continuation of the same 
program with new material in the 
summer tends to insure higher than 


winter share levels, but the audience 
remains much smaller than the winter 
audience. 

These conclusions (based on Jan.- 
Feb. versus July-August 1959) seem 
to indicate, says Nielsen, that the 
summer audience loss is “primarily 
due to the fact that summer viewing 
in general is approximately one-third 
lower than winter viewing levels.” 
And Nielsen points out that “a sum- 
mer advertiser can maintain his win- 
ter efficiency if his program costs are 
reduced in the same proportion as his 
audience losses.” 

The losses in audiences, as report- 
ed by Nielsen: summer repeats, 36- 
per-cent drop; summer replacements, 
\1-per-cent drop; programs with new 
material all year, 26-per-cent drop. In 
terms of shares (since there is such a 
sharp fall-off in viewers) a winter- 
summer analysis of these three areas 
shows the following: summer repeats, 
a decline of three-per-cent; summer 
replacements, a drop of 14-per-cent; 


THE WAY IT HAPPENED N oa ba {Ss f Te. 
> ve 2 i 4 





SUMMER RERUN ANALYSIS 
WINTER ORIGINAL VS. SUMMER RERUN PERFORMANCE 
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Summer re-runs draw good share of audience 


year-round programs, an increase of 
nine-per-cent. 

What seems clear here is that even 
a radically new and successful pro- 
gram format is not going to stimulate 
appreciably summer viewing, since, at 
its lowest point, the audience drops 
one-third from maximum winter 
levels. 

But there are variations in the ways 
in which audiences decrease from 
winter levels, according to the Niel- 
sen study. In the early evening, the 
summer decline is more than twice as 
heavy as it is in the late evening: the 
number of summer viewers in the 
early evening is almost halved, while 
the decrease in summer viewers late 
evenings is only 22-per-cent. In all 
cases, audience distribution remains 
essentially the same as winter. 

This sharp seasonal decline in the 
early evening varies drastically from 
night to night, with the major de- 
creases occurring on Thursday and 
Friday evenings. On the other hand, 
the seasonal decline in late evenings is 
more or less uniform throughout the 
week, 

Nielsen figures on summer audience 
declines by territories seem to support 
the obvious thesis that extreme varia- 
tions in weather can produce extreme 
variations in viewing. For example, 
the potential audience in the south and 
Pacific territories is 26-per-cent high- 
er than in the rest of the country early 
evenings, where tv usage drops 35- 
per-cent below winter viewing levels 
as compared to 45-per-cent elsewhere. 
In the late evenings the seasonal de- 
cline in the south and Pacific areas is 
only 15-per-cent versus 25-per-cent 
elsewhere. Presumably, living pat: 
terns are not abruptly shattered by the 
entrance of summer in those terri- 
tories. 

A Study of Summer Television also 
makes the points that it is possible to 
reach new homes in the warm months 
and that characteristics of homes com- 
prising the audience show little change 
from winter to summer. 


(Continued on page 44) 
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The handsome sales results achieved by WNBQ produced a solid 33.3% increase 
in total billings for the station in 1959 — an all-time WNBQ high. Dollars-and- 
cents proof that WNBQ's wide-ranging programming reaches Chicago's total 
audience and that more and more advertisers are sold on WNBQ every day. 
WNBQ - NBC Owned - Channel 5 in Chicago - Sold by NBC Spot Sales 

















“For quality picture control every time— 


GIVE ME FINE TONAL GRADATION OF ‘SUPERIOR’ 2" 


So says Sol Roizman, well-known Director of Photography, 
shown here at work for James Love Productions on a sales 
training film for Universal C. I. T. Credit Corporation. 

“P’ve used Du Pont Type 936 Superior® 2 since it first 
became available,” Sol continues. “and find that it con- 
sistently gives me the effects I want to create, in any lighting 
situation.” Sol chose “Superior” 2 for this James A. Love 
production because, as he puts it, “abstract sets create a 


Sol Roizman checks his lighting and composition on an abstract set. 
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particularly difficult lighting problem. The excellent sub- 
ject separation of ‘Superior 2 is a must.” 


Another thing Sol likes is the versatility of this Du Pont 
film. “It’s ideal for filming television commercials, where 
extreme close-ups are so often necessary. Here’s where what 
I call the ‘gray tone quality’ of ‘Superior’ 2 really pays off. 
The combination of wide latitude and fine separation of 
delicate tones results in much better telecasted detail.” 


“Superior” 2 is just one of the fine Du Pont films for 
every motion picture need. These films—and complete 
technical data on them—are available through the Du Pont 
Photo Products sales offices below. 


REG. u. 5. pat. OFF 


Better Things for Better Living . . . through Chemistry 


Atlanta 18, Ga., 1737 Ellsworth Ind. Dr. N. W.; Waltham 54, Mass., 45-4th Ave. (Boston); 
Chicago 46, Ill., 4560 Touhy Ave., Edgebrook Sta.; Cleveland 16, Ohio, 20575 Center Ridge 
Road; Dallas 7, Texas, 1628 Oak Lawn Ave.; Los Angeles 38, Calif., 7051 Santa Monica 
Bivd.; New York 11, N.Y., 248 W. 18th St.; Wynnewood, Pa., 308 E. Lancaster Ave. (Phila.); 
Export, Nemours Bidg., Wilmington 98, Del. In Canada: Du Pont of Canada Limited, Toronto 
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Better buy: 
daytime 


Despite setbacks in network division, tv is basking 


in dawn to dusk billings, ratings 


Der television is funtime television— 
unless you’re trying to sell it these days. 
In which case, at least on a network level, 
things aren’t so sunny, for this large, expansion- 
able area in tv has suffered some minor set- 
backs in recent months. Network daytime bill- 
ings fell off slightly, as did the number of 
sponsored quarter-hour segments. Daytime spot 
television, on the other hand, continued to score 
increases. 

This situation on the network level is an un- 
usual one in that daytime remains an increas- 
ingly efficient buy: the audience, an ideal one 
for package-goods advertisers, has been growing 


steadily. It would appear (from available fig- 
ures compiled by the A. C. Nielsen Co. and the 
Television Bureau of Advertising) that in some 
areas investments have declined as audiences 
have climbed. 

It should be pointed out that in 1959 day- 
time had a tremendous year: according to pre- 
liminary estimates released by TvB, combined 
network and spot billings during the daylight 
hours amounted to approximately $426,604.- 
000, an increase of almost $110 million over 
the investments made in the medium in 1958, 
when the combined total was $317.528,627. 


More to the point, network daytime television 


21 








had a good year: 1959 total billings 
for the chains amounted to $203,- 
103,778, an increase of 17.7 per cent 
over the $172,490,627 invested in 
this area in 1958. The year’s per- 
centage increase in 1958 over 1957 
was just 9.9 per cent. 

Probably the biggest news in day- 
time in the past year from a billings 
print of view is spot’s ascendancy 
vver network. For the first time, spot 
tv exceeded network, and by a hand- 
some margin, since its share of the 
advertising dollar in daytime in 1959 
amounted to approximately $223.5 
million, an increase of roughly $78.5 
million over the $145 million in- 
vested in daytime spot in 1958. It is 
also more than $20 million over the 
expenditures in network daytime in 
1959. In the previous year, network, 


as was its habit, exceeded spot by 
$27.4 million. 


LAY YOUR HUNCH 
re i» 


j 
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One of NBC-TV’s game programs 


It would appear that the slight de- 
cline experienced by the networks 
started at the end of the year. Ac- 
cording to TvB’s gross time billings 
report for December, daytime network 
declined over the comparable period 
in 1958 for the first time. The decrease 
was only 4.5 per cent for the entire 
week’s schedule (Sunday through 
Saturday). Investments in December 
Monday through Friday declined 7.0 
per cent, but this was balanced by a 
7.6-per-cent increase daytimes on 
Saturdays and Sundays. 

It is too early at this point to de- 
termine whether this slight fall-off 
is a trend or merely a seasonal fluctu- 
ation. However, daytime, network or 
spot, remains a necessary, even a 
crucial, buy for many large adver- 
tisers, and for reasons related to sex: 
it is the women who view most dur- 


ing the day, and it is these same 






Re-runs of The Thin Man are seen afternoons 





women who do the shopping. 

And they continue to view. Ac- 
cording to A. C. Nielsen’s second re- 
port in January of this year, the 
average rating for all daytime net- 
work programs during the week was 
8.4, for 3,460,000 homes. This was for 
73 programs. In the previous year, 
for 72 programs, the average was 7.8 
for 3,148,000 homes. A similar in- 
crease can be seen in the first report 
for February of this year, when the 
rating was 8.5 for 3,489,000 homes, 
with 73 programs measured. In Feb- 
ruary of 1959 the rating was 7.5, or 
3,067.000 homes. 

It is dificult to believe that day- 
time network advertisers would run 
away from these continuing audience 
increases. But something like that 
appears to have happened at the end 
of the year. Nielsen’s report of rating 
trends (Monday-Friday daytime) for 














w. Ac. 
ond re- 
ar, the 
ne net- 
ek was 
was for 
; year, 
vas 7.8 
lar in- 
report 
en the 
10mes, 
n Feb- 
7.5, or 


t day- 
d run 
dience 
- that 
e end 
rating 
») for 











November-December of each year 
also lists the number of sponsored 
quarter-hours by segments through- 
out the day. In this report it can be 
seen that morning, early afternoon 
and late afternoon experienced losses 
in number of sponsored quarter- 
hours in November-December over 
the comparable period in 1958. In 
fact, two areas, morning (9 a.m.- 
noon) and late afternoon (3-6 p.m.) 
were below 1957 when there were 
only two networks programming dur- 
ing the daylight hours. 

The sharpest decrease occurred in 
the earliest period when 157 spon- 
sored quarter-hours were reported 
for November-December of 1959, a 





Day In Court is part of ABC-TV’s day block 


drop of 120 quarter-hours below the 
277 reported for the same period in 
1958. Morning 1959, in fact, is 63 
sponsored quarter-hours below the 
figure set in 1957 for the same 
(These 


month’s time. A weekly comparison 


period, figures cover a 
of sponsored quarter-hours would 
run like this: 1957, 55; 1958, 69: 
1959, 39.) 

The picture for noon-3 p.m. is not 
so depressing, according to this 
November-December report. In early 
afternoon, the yearly comparison 
breaks down like this: 1957, 231; 
1958, 413; 1959, 403. Although there 


is a drop of 10 sponsored quarter- 
hours in the past year below 1958, 


the drop is hardly drastic and prob- 
ably not significant, since the phe- 
nomenal increase over 1957 has been 
maintained. 

But late afternoon presents more 
problems. In terms of sponsored 
quarter-hours a three-year compari- 
1957, 355; 1958, 


435; 1959, 327. Again, as in morn- 


son shows this: 


ing 1959, this time segment (3-6 
p-m.), is below 1957 when only two 
networks were programming. 

These Nielsen figures, to under- 
state the case, need to be interpreted. 
It must be pointed out first that the 
network daytime situation is hardly 
as desperate as they seem to indicate. 


The billings figures for the year and 
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for the month of December show this. 


A slight drop-off in the last month, 
to be sure, but the billings do not 
indicate a loss of several hundred 
sponsored quarter-hours. 

What seems likely is that there has 
been a shift in patterns of spending. 
Since Nielsen would count a quarter- 
hour sponsored whether there was 
one participation in it or three, it is 
probable that there was a concentra- 
tion at the end of this year on certain 
high-rated shows and a lessening of 
the kind of blanket coverage in 
which certain advertisers indulge— 
that is to say, where a_ sponsor 
spread his six participations a day 
over six quarter-hours in 1958, he is 


now more selective and is placing 


those six minutes in the two quarter- 
hours he likes best. It should also be 
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pointed out that certain nighttime 
programs are being sold in a way 
which makes it possible for a small- 
budget daytime advertiser to make 
an investment. Then again, 1958 was 
an unusual year for daytime network 
television: ABC-TV made its entry 
into the field, and it is possible that 
last year was simply an unusual one. 
(Part of the reason for the severe 
drop-off in morning television 1959 
below 1958 can be attributed to an 
ABC-TV switch in programming: it 
no longer telecasts from 11 a.m.- 
noon as it did in 1958.) 

But whatever reasons are found to 
explain this billings setback in day- 
time network television, one of them 
will not be audiences. According to 
Nielsen (again for the November- 
December period), homes using tele- 





A bright moment in Brighter Day 


vision during the daylight hours con- 
tinued to climb. For the 9 a.m.-noon 
segment: 1958 -— 6,786,000 homes; 
1959 7,165,000 homes. For the 
noon-3 p.m. segment: 1958—8,613,- 
000 homes; 1959—9,123.000 homes. 
For the 3-6 p.m. segment: 1958— 
11,441,000 homes ; 1959—11,437,000 
homes, a drop of no real conse- 
quence. It should be noted, paren- 
thetically, that some high-rated day- 
time shows, mostly quiz programs, 
left the daytime scene this past fall. 
Their replacements, in the main re- 
runs of successful evening programs, 
are just beginning to establish them- 
selves. 

This is the current picture in day- 
time network television, and it must 
again be stressed that it is not an 


especially alarming one. It is not 
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alarming because of the tremendous 
potential of daytime tv, because of 
its tremendous actuality. 

Today, according to TvB’s latest 
report on audience composition, How 
To Reach People, of all the people 
in the country, 24.1 per cent view by 
noon, and 49.7 per cent view by 6 
p.m. This happens on an average day 
during the week. (The figure, inci- 
dentally, climbs to 82.7 per cent by 
midnight.) In an average day, 10.0 
per cent of all men in the country 
view by noon, and 28.0 per cent view 
by 6 p.m., a surprising figure, since 
sdult male viewing is pretty much 
fiscounted during daylight hours on 
weekdays. 


Also in an average day, 28.2 per 
cent of all women view by noon, and 
19.9 per cent view by 6 p.m. And 
of all teenagers, 14.8 per cent view 
by noon, and 51.8 per cent view by 6 
p-m. The figures for children’s day- 
time viewing are staggering: on an 
average day, 49.1 per cent view by 
noon, and 90.2 per cent view by 6 p.m. 

These percentages can be trans- 
lated into numbers. By 6 p.m. on an 
average day, almost 16 million men, 
almost 28 million women, over 9.2 
million teen-agers and nearly 27.8 
million children (four years of age 
or over) have viewed tv. This means 
that over half the nation (50.5 per 
cent) watches television every day 





NBC-TV’s From These Roots (below) and ABC-TV’s American Bandstand (above) 







(three out of every four view night- 
time tv every night). 

TvB’s audience composition report 
divides daytime and nighttime pat- 
terns, and the figures indicate that 
both blocks are important, and that 
daytime should not be considered a 
fourth-rate alternative to nighttime. 

Specifically, daytime’s share of 
viewing time of all people is 36.5 
per cent, while nighttime’s share is 
63.5 per cent. By viewing groups, 
shares break down this way: men, 
24.1 per cent daytime, 75.9 per cent 
nighttime; women, 36.6 per cent 
daytime, 63.4 per cent nighttime; 
teens, 33.0 per cent daytime, 67.0 

(Continued on page 49) 
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CBS-TV’s Love of Life 
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Carling president lan R. Dowie 
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Fast growth in 
highly competitive beer market 


credited to television 


Carling gets ahead 


I 1951 the Carling Brewing Co. 
moved into spot television to help 
sell the 669,263 barrels of beer and 
ale which it produced that year. In 
1959, with sales reaching a new high 
of 4,418,484 barrels, television ex- 
penditures were up to over $4 mil- 
lion, according to industry estimates. 
The story of a company which 
climbed in 10 years from 62nd place 
in its industry to 4th place is also 
the story of a careful and unusual 
use of broadcast media as a major 
factor in company expansion. 

The Carling Brewing Co. of the 
United States is a daughter company 
of Canadian Breweries, Ltd., founded 
in 1840 in London, Ontario, by 
Thomas Carling. The U.S. franchise 
was originally held by the Peerless 
Motor Car Co. of Cleveland. 

In 1933 Peerless was forced to 


admit that depression conditions 


Be My Guest 


Jain me ins svriting bottle of heer. .2 beer 
Weal get real permna'it, 
Binek Gabel beeps oting mere pepamr all cine 


artis Bins Label! 


Magazine advertising featured the tv programs 


Lock For the dinping ibe the ome an che telenaion 
set shows is oy feverite atone or tavers. Bt will 
rennin ye te temme tee te the CBR TY Newark 
his Saterday, Oetaber U2 ar 9 pum, ERT. fet > 
The Cartng Phi Sivere Show. ft will renin? yam 
tem, te haeve piemty of Hlaek Label on fend te cam 
plete rar enjoyment al the oven. Whee pee 
ive aur archer, join the happe eherws with Gat 
famitas, fremily colt, Mabe, Biot Lahel? 


(CARLING ) 
SX - 


were unfavorable to the production 
of a high-priced, quality automobile. 
The directors of the company felt, 
however, that the day of the 18th 
amendment was about over and that 
brewing would shortly be an im- 
portant American industry again. So 
the Peerless company made arrange- 
ments to produce and market the 
Carling brands in the United States, 
under the supervision of Carling 
technicians and brewmasters. The 
new firm was known as the Brewing 
Corp. of America. 

Although flourishing during its 
early years and throughout World 
War II, a post-war mistake set the 
Cleveland brewery back in the late 
40s. In a move designed to “beat 
the industry to the punch,” the com- 
pany decided to bottle its entire out- 
put in non-returnable bottles. The 
market, however, was not ready to 
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accept the new bottles, and the Brew- 
ing Corp. of America suffered a 
serious decline in sales. 

At this point, the parent company, 
which had built Carling’s Breweries 
of Canada into its country’s largest 
brewing operation, took over control 
of the faltering daughter and set 
about correcting the situation. 

George M. Black Jr., an executive 
of Canadian Breweries, Ltd., was ap- 
pointed vice president and _ later 
president of the Cleveland opera- 
tion, and Ian R. Dowie became vice 
president, sales. Upon Mr. Black’s 
appointment to the post of president 
of the parent company shortly there- 
after, Mr. Dowie took over the direc- 
tion of the U.S. company and was 
made president of it in 1951. 

Carling’s advance since the late 


"40s has been a result of expanded 


facilities, expanded advertising (es- 


The “Hey Mabel, Black Label” girl with Phil Silvers 


pecially in the broadcast media) and 


a marketing program tailored to 
meet the particular needs of the com- 
pany and the specific problems of the 
brewing industry. 

From a one-plant operation with 
limited production and with concom- 
itant distribution difficulties, Carling 
has grown to a six-brewery opera- 
tion with plants in geographically 
advantageous locations across the 
country. The Cleveland plant, which 
produced 361,500 barrels of Carling 
Black Label beer and Red Cap ale 
in 1949, has been expanded to a 
capacity of 2.2 million barrels. En- 
tirely new plants have been con- 
structed in Natick, Mass., and At- 
lanta. Existing breweries have been 
purchased in Belleville, Ill, Frank- 
enmuth, Mich., and Tacoma, Wash. 
The seventh plant is presently under 
construction in Baltimore. 





Even promotion kits emphasized tv 






In 1954, the year that the com- 
panys name was changed from 
Brewing Corp. of America to the 
Carling Brewing Co., the entire as- 
sets of the Griesedieck Western 
Brewing Co. of St. Louis and Belle- 
ville were acquired. With this pur- 
chase, Carling came into possession 
of a new brand, Stag, with distribu- 
tion in six midwestern and southern 
states. 

The Natick plant and the Franken- 
muth brewery were added in 1956, 
and Atlanta was opened in April 
1958. The assets of the Heidelberg 
Co., which included the Heidelberg 
brand, were purchased on Jan. 1, 
1959. 

Along with the decentralization of 
production, Carling has developed a 
decentralized marketing program 
which has enabled it to compete suc- 


(Continued on page 70) 
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Research 
aids spot 


New methods, techniques 
improve data 
available to agencies 


and advertisers 


BY ROBERT F. DAVIS 
Director of Research, 
CBS Television Stations 


ach year television slices itself a 

larger and larger portion of the 
national advertising pie. Last year 
business poured in at the rate of 
$1,250 million annually, making tele- 
vision far and away the national ad- 
vertiser’s number-one media choice. 
But it is interesting to note how this 
$1,250 million divides between net- 
work television and spot television. 
Spot has been creeping up on net- 
work and in 1959 billed $464 million 
to network’s $783 million (net time 
plus talent). 

The gains made by spot television 
in the last few years have been noth- 
ing short of startling. In just the past 
four years spot has nearly doubled its 
billings, and if you measure time 
sales only, spot has now passed net- 
work in terms of gross billings. 

The point is that a mammoth side 
industry, spot television, has bean- 
stalked to maturity in the past several 
years. And so have the manpower in 
this industry and the methods used in 
everyday operation. Research has 
been one of the areas displaying giant 
development. Today even the smallest 


station representative has a “research 


director,” and some of the larger rep 
houses have sizable and seasoned re- 
search staffs. 








But what has really developed are 
the methods and techniques used in 
spot television research and the data 
available to advertisers and agencies. 
Though I hesitate to use an over- 
worked term like “creative research,” 
spot television research fits this desig- 
nation better each year. Much of this 
development comes about from com- 
petition. One station or representative 
uses a certain device, and in no time 
at all others have picked it up—in 
fact, improved upon it. 

The concept of unduplicated audi- 
ences or net ratings rather than mere 
gross rating points is a good illustra- 
tion. Just five years ago the sales 
potential of net ratings (or cumula- 
tives, as they are sometimes called) 
was unknown by most stations and 
reps. Today the use of net ratings is 
common practice and stations. reps 
and agencies alike make intelligent 
and effective use of them. 

The unduplicated rating fits many 
uses. Probably the most elementary 
use is when two competing schedules 
gross equal rating points. The natural 
question: “Which delivers the greater 
unduplicated, more different fami- 
lies?” It’s an important question. 

And the answer is not always ap- 


(Continued on page 67) 





Prime Nighttime Announcement 


Top 15 Markets 














2 Spots 4. Spots 6 Spots 8 Spots 

Coverage (Tv Homes) 22,873,000 22,873,000 22,873,000 22,873,000 
Weekly Unduplicated Audience 

Different Families Reached 8,874,700 14,112,600 16,560,100 18,115,400 
Number of Times 1.2 1.5 2.0 2.4 
Rating—% of U. S. Tv Homes 19.9 aw 37.2 40.7 
Different Families Reached 16,011,100 20,585,700 21,615,000 21,889,500 
Number of Times 2.7 4.2 6.0 7.9 
Rating—% of U. S. Ty Homes 36.0 46.3 48.6 49.2 
Weekly Cost (20 Seconds) $19,520.00 $39,040.00 $58,560.00 $78,080.00 
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Promotion 
in motion 


General Electric 
merchandises 

Magoo spoi campaign 
on ail fronis 


to boost efficiency 


Electric Co. de- 
light 


bulbs on television this year, it de- 


hen General 
cided to advertise its 


cided to go all the way. Conse- 
quently, one of the medium’s most 
concentrated and most expensive spot 
campaigns is currently on the air. 

Among the lamp division’s 32 re- 
gional sales managers, said George 
W. Leverence of the New York dis- 
trict, there has been a_ continual 
demand for greater advertising cov- 
erage for years. “The company has 
spent millions in other media, but 
the feeling has been that it never 
obtained enough strong coverage and 
impressions. We think our “Operation 
Saturation’ program in tv spot is the 
answer weve been looking for.” 

As the sales executive explains, 
there are peak seasons for selling 
light bulbs just as with many other 
commodities. The first of these comes 
as daylight saving ends in the fall, 
with a secondary sales period coming 
during the winter months early in 
the year. GE decided to concentrate 
its tv activity in this latter period. 
Network television was ruled out in- 
asmuch as the peak appears at differ- 
ent times-in different areas of the 


country. A spot campaign tailored 


to each region was to be used. 



















a 


An important factor 


influencing 


GE’s decision to swing from print 
into spot tv was the Lestoil success 
story, said Martin King, advertising 
manager at the corporation’s Cleve- 
land headquarters. “I made a special 
trip to talk over the company’s ex- 
cellent results from spot tv. 


Example of Lestoil 


“Lestoil, however, worked on a 
year-around basis. We'd sold light 
bulbs on the same basis, but wanted 
to produce a sense of urgency and 
excitement among our retailers. Last 
September, we tested saturation spot 

running prime-time ID’s for three 
and four Fort Wayne, 
Cleveland and Pittsburgh. We were 
results. Our 


weeks—in 


overwhelmed by the 
dealers there stocked up in advance 
of the campaign and gave plenty of 
merchandising support. We felt sure 
the reaction in three markets could be 
duplicated in the 125 we're using 
now.” 

Having decided to utilize spot, GE 
and its agency, BBDO, looked for 
the angle that would offer the most 
merchandising possibilities. “With a 
network show—such as the Godfrey 
and Bing Crosby-Rosemary Clooney 
programs we're using on radio—you 





get a certain amount of audience 


recognition and identification with 
the personalities involved,” said Mr. 


While it’s 


identification in spot 


Leverence. 
build 


commercials (Bert & Harry Piel, Mr. 


possible lo 


strong 


Clean, Emily Tipp, ete.), such identi- 
fication usually is produced over a 
lengthy period of time. In GE’s case, 
it would be on the air only three and 
four weeks in each market. 

“The Nearsighted Mr. Magoo” pro- 
vided the solution. An established 
animated character, Mr. Magoo had 
appeared in numerous theatrical car- 
toons, comics, tv series and is cur- 
rently seen in the first full-length 
cartoon feature from UPA Pictures, 
Inc., 1,001 Arabian Nights. The ad- 
vertiser felt no hesitation in choosing 
for its salesman a bumbling, half- 
blind little ouy who obviously sees 
no better with GE light bulbs than 
without, evidently feeling the humor- 
ous approach would work in its 
favor. Magoo himself has worked for 
other advertisers—most notably Stag 
beer —in regional campaigns, but 
GE intended to promote its use of 
the character to such an extent that 
Magoo and GE_ bulbs 


synonymous. 


would be 


(Continued on page 71) 
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levision seems well on its way 
toward becoming a tired medium. 

The adjective, however, does not 
refer to a state of fatigue, but rather 
to the fact that manufacturers of auto- 
mobile tires are finding tv the perfect 
showcase for their products. A study 
recently conducted by Edward Petry 
& Co., Inc., discussed the successful 
sales results of several tire brands 
using spot and/or network tv (see 
Newsfront, page 46). A survey just 
released by The Pulse, Inc., and the 
Television Bureau of Advertising 
offers further evidence of tv’s ability 
to put a new product or selling story 
quickly across. 

Tyrex, Inc., first decided to use tele- 
vision last fall as part of an over-all 
campaign educating car owners to the 
advantages of tires made with Tyrex 
cord, as opposed to nylon and other 
competitive fibres. The corporation, 
an association of five manufacturing 
concerns, did not intend to promote 
specific tire brands; its objective was 
to familiarize the public with the 
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Tyrex 
and 
television 


Tyrex name, safety features, strength 
and the idea of buying replacement 
tires using the cord. 

The campaign kicked off in early 
September in the top 20 markets by 
number of automobile registrations. 
Minutes and 20’s in primarily night- 
time positions were used. After the 
schedules had been on the air four 
weeks, Pulse moved into Boston, 
Philadelphia and Seattle-Tacoma to 
survey local results. 


Question Men 

With the campaign aimed at male 
viewers, 500 men were personally in- 
terviewed, the random sample includ- 
ing both tv viewers and non-viewers. 
Opportunity to have seen the com- 
mercials was fairly equal among set- 
owners in each market. Boston ran 
nine spots weekly in early-morning 
and late-night slots, Philadelphia had 
12 spots weekly in the same hours, 
and Seattle-Tacoma had six per week 
in late evening. 


Following each interview, respond- 


Intensive four-week exposure 





ents were shown a storyboard on the 
commercial and asked if they had 
seen it in the preceding month. 
Viewers were next asked to estimate 
the number of times the announce- 
ment had been seen, with three or 
more exposures placing a person in 
the “heavy viewing” group. 

In reply to the survey’s first ques- 
tion, “Have you ever seen or heard 
the word Tyrex?” 35 per cent of the 
500 persons questioned answered 
Although the 
budget represented only one-sixth of 
the total Tyrex ad budget for 1959, 
and the year’s magazine budget was 


affirmatively. video 


three times that of television, only 20 
per cent of non-tv-viewers were fa- 
miliar with the brand name. Of 
viewers, 65 per cent knew Tyrex, and 
92 per cent of heavy viewers had 
heard/seen the name. 

Those persons stating they were un- 
familiar with the brand name were 
asked if they had heard of Tyrex in 
connection tires. 
This “aided recall” query raised the 
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impresses viewers with product name and features 
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percentage of respondents knowing 
the name to 44 per cent. Again, 
viewers showed a greater awareness 
than non-viewers, 82 per cent as 
against 25 per cent respectively. 

Among the heavy viewers, 100 per 
cent associated the name with auto- 
mobile tires. Three additional ques- 
tions were then asked of the 220 re- 
spondents who knew the Tyrex name. 

Asked to define what Tyrex was or 
to tell something about it, more than 
four out of five persons (81 per cent) 
could state something specific about 
the product—that it made for a 
longer lasting tire, was safer, had im- 
proved thread, etc. While 86 per cent 
of the viewers knew a product feature, 
74 per cent of the non-viewers could 
tell something about it. In the heavy- 
viewer category, 85 per cent offered a 
Tyrex point of superiority over com- 
peting fibres. 

Respondents were next queried as 
to whether they had seen/heard any- 
thing about Tyrex recently, and if so, 
where. Among non-viewers of tv, 57 


per cent recalled recent exposure to 
Tyrex information, while 76 per cent 
of viewers admitted such exposure. Of 
heavy viewers, 79 per cent stated 
they’d recently learned something 
about Tyrex. 

With a total of 69 per cent of the 
220 respondents showing recent fa- 
miliarity with a product message, half 
of these cited television as the source 
of the information. Magazines were 
named by 21 per cent and newspapers 
by 19 per cent, radio and miscellane- 
ous were credited by 11 per cent, and 
12 per cent of the respondents replied 
“don’t remember.” (Multiple answers 
accounted for the 113-per-cent total.) 


Favorable Impression 


Evidently impressing the Tyrex 
name and story upon potential cus- 
tomers more easily than other media, 
television also showed an ability to 
create a favorable attitude toward the 
product more readily than magazines 
—which received half the product’s 
total ad budget in 1959—or news- 


papers and other media. Respondents 


were asked what they thought of 
Tyrex, with 32 per cent showing a 
favorable opinion, 62 per cent having 
no opinion, and six per cent evidenc- 
ing an unfavorable attitude. 

Among viewers, however, 43 per 
cent felt favorably toward the product, 
while only four per cent were un- 
favorable and 53 per cent had no 
opinion. Non-viewers, on the other 
hand, largely showed an indifference 
to Tyrex, with 81 per cent voicing no 
opinion. Only six per cent were fa- 
vorable, 13 per cent unfavorable. 

The heavy-viewing category of re- 
spondents showed 49 per cent in 
favor of the brand, 51 per cent neu- 
tral, and no persons offering an un- 
favorable opinion. 

While television plans for Tyrex, 
Inc., in 1960 are not finalized as yet, 
George Morris, account executive at 
McCann-Erickson, Inc., said the fall 
campaign was successful to the point 
that Tyrex “will definitely be back in 
the medium.” 
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Auto spot 
up again 


Billings in fourth 
quarter up 181 per cent, 


TvB report shows 


I December, TV AGE took note of 
the fact that automotive adver- 
tisers had boosted their third-quarter 
1959 spot budgets 264 per cent over 
expenditures during the same period 
in 1958 and looked for similar in- 
creases during the year’s final quar- 
ter. The Oct.-Nov.-Dec. figures, just 
released by Television Bureau of Ad- 
vertising, speak for themselves: 
Automotive spot, fourth quarter 
1959—$5,435,000; automotive spot, 
$1,936,000. 


The increase for the period is 181 


fourth quarter 1958 


per cent, and the fourth quarter °59 
figure is better than $200,000 more 
than the surprising amount spent in 


the three months preceding. 


The reasons behind the great 
surge of automotive money into spot 
schedules the last quarter include 
the fact that new-car introductions 
were still under way in late fall, 
that the new compact cars from 
several makers received advertising 
budgets over and above the manu- 
facturers’ standard-model allowances, 
that established small cars and for- 
eign imports used additional sched- 
ules to ward off the competition, ete. 

The auto and accessories firms 
alone did not create a total fourth- 
quarter spot expenditure of $165,- 
732,000 in 1960, up 11.2 per cent 
over 1959. While they caused the 


(Continued on page 68) 


Top Spot Advertisers in 


. Procter & Gamble 
ER ee eee hs $12.035,400 
4dell Chemical Co. 4,424,200 
General Foods Corp. 3,592,200 
. Bristol-Myers Co. 536.600 
. Colgate-Palmolive 


as na Sek etlawicies 


ww 


uw me WwW NO 


3.266.300 


6. American Home 
Products Corp. .. 3,207,800 
7. Brown & Williamson 


Tobacco Co. .... 3.007.200 


. Continental Baking 


Co. 2.933.500 


9. Lever Brothers Co.. | 2.742.100 
10. International Latex 

SE Ae 2.687.600 
11. Miles Laboratories, 

EP ee eee 2.267.900 


12. Warner-Lambert 
Pharm. Co. 

13. Vick Chemical Co.. 

14. Pillsbury Co. ..... 

15. Standary Brands, 


2.100.800 
1,966,500 
1,794.300 
Ree 1.517.900 
16. Kellogg Company 1,404,800 
17. Robert Hall 


Clothes, Inc. .... 1,346,300 


18. Nestle Co., Inc. 1.337.700 
19. American Tobacco 

Re ee ea oo 1.332.000 
20. Liggett & Myers 

Tobacco Co. ....' 1,293,900 
21. Wesson Oil & 
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1,062,400 
1,061,500 


Snow Drift ..... 
. Sterling Drug, Inc.. 
. William Wrigley 

PE; EME, 5. sys chain 
24. Avon Products, Inc. 
25. J. A. Folger & Co.. 
26. Ford Motor Co. / 


Nm No 
w N 


1,047,200 
1.039.500 
1,026,900 


ee eT Oe 999.700 
27. Coca-Cola Co./ 
Bottlers ....:... 991.900 


28. Plough, Inc. ...... 916,300 
29. Max Factor & Co.. 908.000 
30. Wander Co. ...... 879,700 
31. Corn Products Co.. 837,000 
32. Quaker Oats Co. .. 828.300 
33. P: Lorillard & Co.. 826,100 


34. Revlon, Inc. ....-. 806,000 
35. Schick, Inc. ...... 802.100 
36. Anheuser-Busch, 

He yar 767.200 
37. E. & J. Gallo 

Winery =....3:. 732,100 
38. General Motors 


724.000 
719,100 


oS re 
39. Philip Morris, Inc.. 
10. Pepsi Cola Co. / 

Bottlers ©... 63%: 
11. Carter Products, Inc. 
12.R. J. Reynolds 

Tobacco Co. .... 
13. National Biscuit Co. 
HM. General Toy Co. .. 
15. Consolidated Cigar 


714,000 
711,100 


695,100 
690,900 
688,500 


Fourth Quarter 


687,000 
683.600 


COED. cao Sees 
16. Andrew Jergens Co. 
17. General Motors 

Corp. Dealers 668.000 
18. Lanolin Plus, inc... 667,500 
19. North American 


Philips Co., Inc.. 
50. Helene Curtis 


630.600 


Industries ...... 
1. Heublein, Ince. 
52. Norwich Pharmacal 


SE ee oe 


621,400 
614.800 


610.200 


53. General Mills, Inc.. 610.100 
54. Minute Maid Corp.. 603.200 
55. Texize Chemical Co. 586,500 


36. Carling Brewing 


to: feb .<. 520% 580,500 


57. Pabst Brewing Co.. 575,700 
58. Shell Oil Co. .. 558,000 
59. Drug Research 

MA son cadets 547,500 
60. Ralston-Purina Co.. 544,000 
61. Maybelline Co. 543,100 


62. Helena Rubinstein, 


WS oie are aia 531,700 
63. Jos. E. Schlitz 

Brewing Rae Seon 528,000 
64. American Chicle Co. 522,500 
65. Gillette Co. ...... 513,700 
66. U. S. Borax & 

Chemical Corp... 511,100 


67 
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(Continued on page 69) 
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The top market-media men of MacManus, John & Adams, Michigan agency, winnowing out the best 
000 media to support their market coverage plan in an account solicitation. John B. Caldwell, Director 

of Marketing; Charlies N. Campbell, Media Director (Consumer Products); Robert L. Garrison, Vice 
600 President and Account Supervisor (Consumer Products); David Raymond, Director of Merchandising; 
Vincent C. Skelton, Director of Research; Robert E. Britton, Vice President and Executive Director 
of Marketing, Media, Research, Merchandising. 


D00 


“| the best kept media secret 


900 
100 —the media plan in an agency’s account solicitation! 


300 
“Mum’’’s the word in new account media planning. 


100 No word leaks out. 
" No selling leaks in. 
00 As you might suspect, SRDS comes into play every inch of the way as 
: the varied opinions and impressions of the agency’s decision makers 
e are resolved. 
00 Grateful is the word for agency people’s reactions when they find good, 
complete reviews of a medium’s values in Service-Ads that supplement 
00 basic information in Standard Rate listing and market data sections. 
Your representatives, your general promotion, all your selling actions 
0 (and your competitors’) have implanted a variety of concepts in the 
0 = minds of the agency men. 
m0 But that’s all in the past. The time is now. Time for buying actions. 
0 With competent, strategically positioned 
| Service-Ads in SRDS 
0 
10 
0 YOu are there selling by helping people buy 
* SROS Standard Rate & Data Service, Inc. 
the national authority serving the media-buying function 


C. Laury Botthof, President and Publisher 


7 x 
5201 OLD ORCHARD RD., SKOKIE, ILL., ORCHARD 5-8500 @ mPa Soa 
SALES OFFICES— SKOKIE, NEW YORK, ATLANTA, LOS ANGELES 


)) 





~ 
Ww 


March 21, 1960, Television Age 








Film Report 


JOINT PRODUCTION 


“Syndication, if it depends on the 
American market only, will collapse. 
Costs of making a syndicated show 
are now comparable to network—in 
the $35,000-$40,000 range—and even 
if a first-run program is sold in every 
television market, its costs cannot be 
cleared today. The way out, the only 
way out, is through joint U.S.-British 
production,” says Les Harris, who is 
in charge of overseas production for 
Independent Television Corp. 

Such arrangements, Mr. Harris is 
convinced, reduce costs to a point 
where it is possible to come up with 
a profit in syndication, and for two 
reasons: it is cheaper to shoot proper- 
ties overseas, and more important, 
such productions are not subject to 


the restrictive quota on outside pro- 
grams. They are automatically sala- 
ble, and for a good price, throughout 
the United Kingdom. 

In addition to these economic fac- 
tors, the ITC production executive 
feels that “United States television 
cannot remain insular. We must have 
a global outlook, and Europe has a 
tremendous amount to offer.” 

Mr. Harris has already begun to 
take advantage of possibilities offered 
by Europe. Through the mobile color 
video-tape unit owned by Associated 
TeleVision, Ltd. (which is now com- 
plete owner of ITC), several ambi- 
tious productions for the networks 
are now under way, and in this sense, 
ITC will be making a substantial con- 
tribution to the field of television 





WELDS SUCCESS. .......20s0..ccssccccceseeeee 


BS Films’ Whirlybirds is a 
whirlwind in Maine, 
where its sponsor has demonstrated a 
unique and seemingly lasting affec- 
tion for the show. The Simonds-Pay- 
son Co., Inc., of Portland, Me., for 
its Red Rose tea and coffee, has used 
the adventure program for three years 
in that city, Burlington and Bangor, 


success 


and with remarkable success. 
According to H. C. Baxter, vice 
president of Simonds-Payson, “the 
returns have consistently shown that 
this is the number-one syndication 
show in these markets.” (It is telecast 
by wcsH-Tv Portland, wcax-Tv Bur- 
lington and WLBz-Tv Bangor.) Mr. 
Baxter is convinced that his con- 
tinuing investment has paid off in 
audience response to the series and 
to on-the-air offers made in connec- 
tion with his products. “Whirlybirds 
is tops in my book, when you con- 
sider that their 
popularity as they launch into their 
third year. we reach 
adults, and they tell us about our fa- 
mous and hilarious Red Rose chimps. 


some shows lose 


Furthermore, 
Currently, they are responding in a 
fantastic way to an unusual new offer 


by ‘Red Rose.’ And they like the pro- 


” 
grams. 
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Recent Nielsen ratings support Mr. 
Baxter’s remarks. In Portland, where 
Whirlybirds is telecast from 6:30-7 
p-m. on Sundays, it received a 34.2 
to lead in its time slot. 


In Roanoke, 
the program was awarded a 35.3 
rating. Other recent Nielsen reports: 
Pueblo-Colorado Springs, 31.3; Mi- 
ami, 20.9, and Tucson, 27.2. In At- 
lanta, American 
awarded it a 36.9. 

Kenneth Tobey and Craig Hill star 
in the CBS Films’ action series as two 
hard-fisted operators of a charter heli- 
copter service. It is seen currently 
in 130 markets. 


Research Bureau 





specials in the future. 

Some of the specials include (in 
addition to four unspecified ones for 
CBS-TV) 24 Hours In a Woman's 
Life, with Ingrid Bergman; a docu- 
mentary on Greece; the Spanish Rid- 
ing Academy; the Vienna State 
Opera; the Vienna Ice Ballet, and 
the Salzburg Festival. ATV plans to 
do most of its specials against a natu- 
ral background, e.g., Hamlet in Den- 
mark, Murders in the Rue Morgue in 
Paris, The Aspern Papers in Venice 
and various European circuses on 
location, in the natural habitat, so to 
speak. 

All of these projects, of course, are 
designed with a view toward ATV use 
in England and elsewhere. The com- 
pany will make various deals with its 
customers for these specials: it will 
do them at cost, and then buy them 
for telecasting in the United Kingdom 
(thus paying approximately $25,000 
for a $250,000 show), it will produce 
them alone and then sell here. or it 
will do them and charge a percentage. 

Mr. Harris says such overseas pro- 
ductions will be a great boon for the 
advertiser. He points to a recent net- 
work special which was produced for 
a reported $300,000 and says it could 
have been done in Europe for half 
that price. And ATV would have 
picked it up for England for $25,000, 
reducing the cost to the advertiser to 
$125,000. In terms of commercial 
acceptability here, the trick with most 
of these projects is to use a known 
American personality against the 
European backgrounds, he says. 

“The backbone of western culture,” 
Mr. Harris points out, “is still in 
Europe, and is available there. Not to 
take advantage of it is madness.” 


FILM FORMULA 

Despite the strike of the writers’ 
and actors’ guilds, the formula for re- 
lease of post-’48 pictures to television 
has now been established, and predic- 
tions are the entire industry will 
eventually accept the pattern. SAG 
will receive six per cent (seven per 
cent of post-’60 productions) of the 
gross of tv sales after deduction of 40 
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per cent for distribution charges. 
Writers will get two per cent, after 
the same deduction. This means that, 
in deals made to date with U-I and 
most of the independents, producers 
will have to pay out actually only 4.8 
per cent of the gross to both guilds 
combined, the figure likely to be still 
under 10 per cent when negotiations 
also have been concluded with IATSE 
and DGA. Under these circumstances 
post-’48 pictures can be expected to 
come into television once stations are 
willing to pay the price. 

Strike against television produc- 
tion, meanwhile, has been postponed 
by SAG until the end of May, al- 
though the Writers’ strike is begin- 
ning to curtail filming. 

AFTRA membership of the west 
coast, incidentally, has urged speedy 
consummation of the merger with 
SAG, following a meeting held in 
Hollywood. 


NEXT SEASON 

Sponsors are beginning to place 
film program orders for next season. 
General Foods has purchased Angel, 
comedy series produced by Jess Op- 
penheimer for CBS Films. Procter & 
Gamble has bought The Law and Mr. 
Jones, humorous dramas about a 
lawyer, from Four Star Films. ABC- 
TV has ordered The Islanders from 
MGM-TV, and will spot it in the 
9:30-10:30 Sunday slot now occupied 
by The Alaskans, with several spon- 
sors reported interested. And Camp- 
bell soups and Johnson & Johnson 
have renewed The Donna Reed Show 


for another year. 


FROGRAMS ... 

CBS-TV has signed Fess Parker to 
star in the new adventure series, The 
Code of Jonathan West, to be pro- 
duced by Harry Tatelman; in another 
network pilot, The Mountain Man, 
Louis King will star, Norman Mac- 
Donald producing. ... NBC-TV has 
set Tab Hunter for Bachelor at Large, 
comedy series about a cartoonist. 
Norman Tokar produces. 

NTA is preparing pilots for two 
new adventure series: Maritime Law- 
yer, being produced by Lindsley Par- 
sons, and The Man from Washington, 
by Adrian Samish. . . . Cameron 
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Mitchell will star in The Beach. 
comber, adventure comedy series to 
be filmed by Robert Stabler and Josef 
Shaftel in a co-production deal. 
Hubbell Robinson Productions js 
filming That Man Adam, situation 
comedy starring Paul Ford.... A 
family comedy, Going on Seventeen, 
is being planned by Edmund Hart- 
mann. . . . The Howard Duff-Ida 
Lupino combine is preparing filming 
of The Powder River Boys, a western. 


FEATURES ... 

National Telefilm Associates has 
placed six full-length feature films, 
new to television, into immediate tv 
distribution. They are being marketed 
as the “Special Six” pictures. 

The features include three David 
QO. Selznick productions: Tom Saw- 
yer, Little Women and The Prisoner 
of Zenda. The others are Gulliver’s 
Travels and Hoppity Goes to Town, 
both full-length cartoon features, and 
Bambuti, which was filmed in Africa. 


SALES ... 

Buyers in the syndication market 
appear to be more receptive to cul- 
tural and informational material 
these days. In addition to National 
Telefilm Associates’ immediate suc- 
cess with Play of the Week on the 
market-by-market route, Screen Gems 
is beginning to make inroads with its 
hour-long tape presentation, Medicine 
1960. The program has been sold in 
25 markets, and recent buyers include 
wtvy Miami, wysxtT Jacksonville, 
wisE-TV Asheville, N. C., wwJ-Tv De- 
troit, KPLR St. Louis, KING-TV Seattle, 
KPHO-TV Phoenix and KcPx-Tv Salt 
Lake City. 

Recent buyers of Play of the Week 
include wen-Tv Chicago, WAFB-TV 
Baton Rouge, KFsD-TV San Diego, 
wsB-Tv Atlanta, wosu-Tv New Orleans 
and wrTop-tv Washington. The latter 
station will carry the series for Stand- 
ard Oil Co. (New Jersey) which spon- 
sors the program in New York City 
over WNTA-TV. 

Manhunt, distributed by Screen 
Gems, has been picked up by another 
regional brewery to bring its market 
tally to 159. Manhunt’s latest beer 
sponsor is the Jacob Schmidt division 
of Pfeiffer Brewing, which will spon- 
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sor it in four markets: Cedar Rapids 
and Sioux City, lowa, and Fargo and 
Bismarck, N. D. Other breweries with 
money in the adventure series are 
Jax beer, with 20 southern markets, 
Genesee in upstate New York, 
Drewrys in the midwest and Coors in 
the Rocky Mountain area, 

MCA TV’s Coronado 9 is now sold 
in more than 120 markets. Recent 
purchasers include Food Fair Stores, 
Inc., for Florida, and another 13 sta- 
tions, among them wen-tv Chicago. 
. . . Crosby/Brown Productions re- 
cently sold You Asked For It to 
KTSM-TV El Paso and weaL-tv Lan- 
caster to bring that program’s market 
tally to 15. 

Renewals for the third season of 
Ziv’s Sea Hunt are still running ahead 
of last year’s 93-per-cent renewal 
rate. The underwater action series 
has been sold in more than 157 mar- 
kets, with the latest renewals coming 
from such advertisers as the Austin 
Savings & Loan Association, Roches- 
ter Savings bank, Savannah Sugar 
Refining Co., West End Brewing, 
Binghamton, Kroger Co., Columbia, 
Falls City beer and Brown & William- 
son, Indianapolis and Stagg dealers 
and Krey Packing, Cape Girardeau, 
Mo. . .. Five national and regional 
sponsors and more than 20 stations 
have purchased Ziv’s Home Run 
Derby for a total of 49 markets in its 
initial bow in syndication. Adver- 
tisers are: Consolidated Cigar Co.., 
Schmidt beer, Stagg Homes, Schlitz 
beer and John LaBatts Brewing, Ltd., 
Toronto. 


Jayark Films Corp.’s “Block Bust- 
ers” package of features has been 
picked up by 11 more stations, to 
bring to 91 the number of markets 
in which it has been sold. The group 
includes such recent productions as 
Blood on the Sun, Cloak and Dagger, 
The Enforcer, Pursued, South of St. 
Louis and My Girl Tisa. . . . Trans- 
Lux Television Corp. has acquired 
syndication rights to Westinghouse 
Broadcasting Co.’s The American 
Civil War. The series consists of 13 
half-hours, created from the original 
photographs of Mathew B. Brady. . . . 
World-Wide Television Sales Corp. 
has sold National Football League 
Presents in more than 98 markets. 
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The program is a series of 26-one- 
hour telecasts of the best of last sea- 


son’s professional football 


narrated by Jack Brickhouse, 


COMMERCIAL CUES... 


Look for a substantial expansion in 
both facilities and personnel at Robert 
Lawrence Productions. With RKO 
General, Inc., a division of General 
Tire & Rubber Co., buying what is 
said to be a “substantial interest” in 
the production firm, it is expected to 
move dramatically in two areas—film 


and tape. 


games, 





Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 


WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 














with ats aaa 
‘BIG CHEESE’ in Wisconsin 
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but 2 million cows. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 
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Pulse bid 10 Comedy s Shows for December 





National Viewers Per 100 Homes 
Average Tuned In 
Distributor Rating Men Women Teens Children 


_ CBS 13.4 72 76 19 67 
Screen Gems___ 11.7 58 63 16 43 


Rank Program 


1—Phil Silvers 
2—Three Stooges 
3—How To Marry a 


Millionaire NTA 9.4 73 84, 16 43 
4—Honeymooners CBS 8.1 67 73 17 63 
4—Life of Riley CNP 8.1 61 68 11 58 
6—This Is Alice NTA 7.8 72 78 15 56 


7—Laurel and Hardy 
8—Burns and Allen 
9—Colonel Flack 
10—Our Miss Brooks 


Governor 6.6 19 34, 11 97 
Screen Gems 6.0 71 86 14 46 
CBS 5.8 75 83 15 38 
CBS 5.6 12 83 7 47 


Pulse Top 10 Mystery Shows for December 


1—Mike Hammer MCA 17.6 82 89 16 23 
2—Badge 714 CNP 13.0 78 89 17 46 
3—Manhunt Screen Gems 12.1 83 89 ll 13 
I—N. Y. Confidential ITC 11.2 79 91 14 27 
5—San Francisco Beat CBS 10.1 81 92 15 25 
6—Mr. District Attorney Ziv 8.2 73 81 9 31 
7—Decoy Official 7.6 76 89 15 26 
8—Sherlock Holmes Guild 7.3 41 49 14 87 
9—Dial 999 Ziv 5.9 81 88 14 21 


10—Public Defender 


Interstate 52 65 73 18 59 


Pulse Tap i 10 Western Shows sad December 





1—Death Valley Days U.S. Borax 16.8 75 84 15 58 
2—Shotgun Slade MCA 14.3 79 83 15 46 
3—U. S. Marshal NTA 13.1 73 83 16 41 
4—Man Without a Gun NTA 22 7S 83 17 48 
5—Cisco Kid Ziv 9.7 58 62 15 84, 
6—Annie Oakley CBS 9.2 52 56 15 89 
7—Sheriff of Cochise NTA 8.8 79 88 15 35 
8—Brave Stallion ITC 8.4 52 57 16 83 
9—Roy Rogers—1 Hr. MCA 8.3 32 36 12 96 
10—Union Pacific CNP 7.6 72 76 15 61 


Pulse Top 10 Misc. Shows for December 


1—Huckleberry Hound Screen Gems 
2—American Civil War Trans-Lux 
3—Popeye UAA 
3—Quick Draw McGraw Screen Gems 


13.6 61 68 15 85 
13.4 78 83 15 49 
13.0 22 29 14 103 
13.0 54 59 14, 93 


5—Football Highlights Sports-T.V. 11.5 96 59 21 46 
6—Superman Flamingo 10.7 51] 62 17 92 
7—Bozo The Clown Jayark 8.7 21 36 13 104 
7—Little Rascals Interstate 8.7 59 65 15 7 
9—Bugs Bunny UAA 8.2 46 7 13 99 
9-—Looney Tunes Guild 8.2 1] 43 9 108 
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The investment is said to give pro- 
ducer Lawrence the necessary free- 
dom he needs to build new film stu- 
dios in such crucial areas as New 
York and Hollywood, with the possi- 
bility of construction of new film and 
tape facilities in Toronto. In addition, 
since RKO is the owner of five tv sta- 
tions (for which eight video-tape ma- 
chines have been purchased), it is 
expected that RLP will be making its 
entry into the tape commercials field 
in the near future. wor-Tv New York 
and KHJ-Tv Los Angeles each have 
two machines, and others may be 
ordered. The RKO-RLP affiliation 
involves no change in the management 
and personnel of either company. 


Transfilm-Caravel continues its per- 
John M. Halpern 
has joined the company as director 
of special projects, devoting his ef- 
forts primarily to the field of audio- 
visual education. Most recently, he 
was a consultant in communications 
to several eastern universities. At the 
same time, Laurence S. Untermeyer 
was appointed associate producer of 
Transfilm-Wylde Animation, the com- 
pany’s art and animation production 
affiliate. For the past five years Mr. 
Untermeyer was a producer, director 
and writer at NBC-TV. 

Production of commercials on tape 
is beginning to affect the Hollywood 
film industry. The major studios are 
being hit the hardest. Warner Bros. 
is shutting down its commercials de- 
partment, in operation for four years, 
completely. Although the studio may 
still make special spots on order for 
sponsors of its tv series, it will no 
longer actively engage in the com- 
mercials business. 

MGM-TV, which has had several 
shake-ups in its commercials depart- 
ment during the last three years, is 
similarly pulling in its horns. 


sonnel expansion. 


Tom 





COLLECT 10N “AGENCIES 





STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions ! ! 
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of TV SERVICES 


FILM EQUIPMENT | 








BEKINS FILM SERVICES 
Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Treatment— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 





S. 0. S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-04.40 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-212! 
SALES + LEASING + SERVICE 
The world's largest source for film production 
equipment: Animation, Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 34th year Catalog on your 
letterhead to Dept. N. 








BONDED T. ¥. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd.. OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 








CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—SALES—-SERVICE 


Motion picture and television equipment 














EAST-WEST DISTRIBUTORS, INC. 
630 NINTH AVENUE 
NEW YORK 36, NEW YORK 
FILM CENTER BUILDING 
JUDSON 2-4727 











VIDEO TAPE DUPLICATING 
—& FILM TRANSFERS — 





. « lighting equipment . . . generators 
. . film editing equipment . . . processing 
equipment. 
LIGHTING } 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 














Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 








OPTICAL EFFECTS» 
AND ANIMATION 

















VIDEART INC. 
480 Lexington Ave., New York 17, N. Y. 
MUrray Hill 2-2363-4 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 














CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT—— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 


-- $TOCK SHOTS | 
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HAULING & WAREHOUSING 


MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 














J 
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SCREENING ROOMS 








WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


Radio 
& Legitimate Theaters 


or 
Television, 





PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
Ce William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 
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Curtis has been appointed as new 
head of the commercials operation, 
in which MGM will no longer seek to 
compete on low-budget spots, but will 
restrict itself to production of certain 
types of quality commercials. . . 
Format Films has named Jerry Ab- 
bott, formerly sales representative for 
UPA, as vice president in charge of 
the Chicago office. 


TAPE... 

Giantview Television Network, De- 
troit, has opened up a complete studio 
production facility in that area, which 
offers origination, taping, editing, 


tape duping, special effects and tape 


The 


transfer to kinescope or film. 








.. . A FILM EDITING 
SERVICE FOR PRODUCERS 
AND ADVERTISING AGENCIES 
45 WEST 45th ST., N. Y. 


Circle 6-4030 
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also has a mobile video 
tape unit and has plans for purchas- 
ing a second, according to Stanley R. 
Akers, president. In Chicago, 
Fred A. Niles Productions and Walter 
Thompson’s Telecasting Services have 
established a video-tape center and 
mobile tape unit. Video-tape equip- 
ment and cameras housed in the 
mobile unit represent an investment 
of more than $225,000, it is said. 


PERSONNEL ... 


Screen Gems has appointed two 


company 


new regional sales managers to its 


syndication sales force. They are: 
Daniel Goodman, who has _ been 
named eastern sales manager, and 


Robert Newgard, who has been named 

midwest sales manager, replacing 
Stanley Dudelson, recently promoted 
to syndication sales manager. Arthur 
Breecher, formerly of Official Films, 
has joined the company as syndica- 
tion account executive in Minneapolis, 
replacing Mr. Newgard. Eastern sales 
manager Goodman is in charge of 
sales in the New England and middle 
Atlantic states, and headquarters in 
New York City. Mr. Newgard head- 
quarters in Chicago. 

Willard Black has been appointed 
to the newly created post of interna- 
tional sales manager for CBS Films. 
Mr. Black, who joined the company 
as an account executive in 1957 after 
two years with NBC-TV, reports to 
Ralph M. Baruch, director of Interna- 
tional sales for CBS Films. ... On 
the coast, CBS Films continues its 

‘expansion in the program area. Jack 
Ballard, formerly manager of film 
| programming for NBC-TV, has joined 
the company as manager, programs, 


Hollywood. At the same time, John 
F. Meyers has been promoted to the 


post of director, programs, Holly- 
wood, for CBS Films. Mr. Ballard is 
a veteran of the motion-picture in- 
dustry, joining Paramount in 1936, 


leaving in 1942 and returning in 
1944. He joined NBC-TV last year 


| where he supervised various top-rated 


| network shows. 

Edmond C, Maroder has joined the 
corporate finance staff of Ampex 
| Corp. He was formerly affliated with 

Consolidated Western Steel, a divi- 
sion of U.S. Steel Corp. in Maywood, 


Calif. 





Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Longines-Wittnauer Watch Co., 
Inc. (show opening), direct; Ford Motor 
Co. (cars), JWT; Socony-Mobil Co. (Mobil- 
heat), Compton; Standard Oil Co. of N. J. 
(institutionals), McCann-Erickson; Bristol- 
Myers Co. (Vitalis), DCS&S; American To- 
bacco Co. (show opening), BBDO; Jantzen, 
Inc. (commercial feature), Hockaday; Amer- 
ican Motors Corp. (Rambler), GMM&B; 
General Motors Corp. (show opening), Mc- 
Laren; Campbell Soup Co. (soup), BBDO; 
Nestle Co. (Quik), McCann-Erickson; B. F. 
Goodrich (show opening), BBDO; National 
Biscuit Co. (cookies), McCann-Erickson; 
Shulton, Inc. (Desert Flower), Wesley; 
Imperial Oil Ltd. (gasoline), McLaren; 
American Safety Razor Co. (Gem razors), 
K&E; Fawcett Publications (True maga- 
zine), direct. 

In Production: Clairol, Inc. (industrial fea- 
ture), direct; General Mills, Inc. (Kix), 
DFS; Quaker Oats Co. (Puss ‘n’ Boots), 
Spitzer & Mills; General Mills Co. (show 
opening), BBDO: Johnson & Johnson 
(Band-Aid), Y&R; Reuben H. Donnelly 
Corp., Canada (Yellow Pages), Spitzer & 
Mills; California Oil Co. (gasoline), BBDO; 
Charles B. Knox Co. (gelatin), Charles 
Hoyt; Spinney Mfg. Co. (Formula 409), 
direct; Humble Oil & Refining Co. (gaso- 
line), McCann-Erickson; Boyle-Midway Co. 
Antrol house spray), JWT; Ann Sothern 
Show (opening), B&B. 


WALTER ENGEL 
PRODUCTIONS, INC. 


Completed: National NuGrape Co. (Nu- 
Grape, SunCrest), Tucker Wayne; Southern 
Bell Telephone Co. (service), Tucker 
Wayne; General Mills, Inc. (Betty Crocker), 
BBDO; American Tobacco Co. (Lucky 
Strikes), BBDO; Society of Plastics Indus- 
try (garment bags), BBDO; California Oil 
Co. (Chevron gasoline), BBDO; Goodwill 
Industries of America (public service), 
direct; Various bakeries (breads), Sun- 
beam. 

In Production: Standard Brands, Inc. (per- 
sonnel), direct; Southern Bell Telephone 
Co. (service), Tucker Wayne; Various 
bakeries (bread), Sunbeam. 


GRAY & O’REILLY 

In Production: Cities Service Co. (gaso- 
line), Ellington; Reader’s Digest, JWT; 
General Cigar Co. (Robert Burns), Y&R; 
Seabrook Farms (frozen foods), Smith- 
Greenland; General Foods Corp. (Birds- 
eye), Y&R; Drug Research Co. (Man-Tan), 
KHCC&A. 


KEITZ & HERNDON 

Completed: Dr. Pepper Co. (Dr. Pepper), 
Grant; Comet Rice Mills (rice), Grant; 
General Mills, Inc. (cereal), Knox-Reeves. 
In Production: Ideal Bakeries (bread), Wm. 
Finn; Centex Construction Co., Glenn; 
Campbell-Taggart Assoc. Bakeries, Inc. 
(Rainbo, Colonial bread), Bel-Art; James 
G. Gill Co. (coffee), Cargill, Wilson & 
Acree; Humble Oil & Refining Co. (gaso- 
line), McCann-Erickson; Lone Star Gas Co. 
(gas ranges), EWR&R; Robertson Bros. 
Products Co. (Miracle Flame), Ackerman; 
Lone Star Brewing Co. (beer), Glenn; 
Chemical Compounds, Inc. (STP Motor Ad- 
ditive), Rogers & Smith; Amicable Life 
Insurance Co. (insurance), Southwest; 
Home Brewing Co. (Richbrau beer), Car- 
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gill, Wilson & Acree; Penn Square (shop- 
ping center), Ackerman. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: R. J. Reynolds (Salem), Esty; 
E. I. du Pont de Nemours & Co., Inc. (cor- 
porate), BBDO; Whitehall Pharmacal Co. 
(Dondril), Tatham-Laird; Colgate-Palm- 
olive Co. (Ad), L&N; Chesebrough-Ponds 
(Pertussin), McCann-Erickson; Ideal Toy 
Co. (toys), Grey; American Safety Razor 
(Gem), K&E; U. S. Rubber Co. (tires), 
FRC&H; General Motors Corp. (Buick), 
McCann-Erickson; General Electric Co. 
(presentation), Maxon; Nestle Co. (Nes- 
cafe), Esty; Colgate-Palmolive Co. (Ajax), 
McCann-Erickson; Vick Chemical Co. 
(Vicks), Morse; Standard Brands (Burger- 
bits), Bates; Carreras (Sportsman), MJ&A; 
Pacquin, Inc. (Pacquin), Esty. 

In Production: Nestle Co. (Nescafe), Esty; 
Cluett-Peabody, Inc. (Arrow shirts), L&N; 
E. I. du Pont de Nemours & Co., Inc. (cor- 
porate), BBDO; General Motors Corp. 
(Pontiac), MJ&A; Food Mfrs. Inc. (A-1l 
candy), Bates; Greyhound Corp. (bus), 
Grey; U. S. Treasury (bonds), McCann- 
Erickson; Van Heusen Co. (shirts), Grey; 
Colgate-Palmolive Co. (Vel), L&N; Dow 
Chemical Co. (Dowgard), MJ&A; National 
Carbon Co. (Prestone), Esty; General Elec- 
tric Co. (presentation) , Maxon; Corn Prod- 
ucts Co. (Niagara), L&N; Colgate-Palm- 
olive Co. (Ajax), McCann-Erickson; Amer- 
ican Motors Co. (Rambler), GMM&B; Dow 
Chemical Co. (Saran Wrap), MJ&A; U. S. 
Rubber Co. (tires), FRC&H; Vick Chem- 
ical Co. (Vicks), Morse; Rothman (Craven 
“A”), MJ&A; Ideal Toy Co. (toy), Grey; 
P. Lorillard & Co. (Old Gold), L&N; Chese- 
brough-Ponds (Vaseline), Esty; Carreras 
(Sportsman), MJ&A; Remington Rand 
Corp. (shaver), FRC&H; Whitehall Phar- 
macal Co. (Dondril), Tatham-Laird; Sterno, 
Inc. (Sterno), Bates. 


JAMES LOVE PRODUCTION 


In Production: Dow Chemical Co. (Handi- 
Wrap), NC&K; Mister Softie Ice Cream Co. 
(Mister Softie), Gray & Rodgers. 


FRED NILES PRODUCTIONS 


Completed: Best Foods Div. of Glidden Co. 
(Durkee’s Coconut, Spices), Meldrum & 
Fewsmith; Gordon Baking Co. (Silvercup 
bread), W. B. Doner; Montgomery, Ward 
& Co. (Riverside tires), direct; Rust-Oleum 
Corp. (rust preventives), O’Grady-Anderson- 
Gray; Omar, Inc. (bread), Bozell & Jacobs. 
In Production: International Shoe Co. 
(Smart Set shoes), Krupnick; Standard Oil 
Co. (Atlas tires), D’Arcy; Wool Suds, 
Rosenbloom; Miller Brewing Co. (High 
Life), Matheisson; W. A. Shaeffer Pen Co., 
BBDO; Sweep Queen, Turner; Black Pan- 
ther Co. (Instant Lighting charcoal), direct; 
Chemical Corp. of America (Freewax), 
direct; Milwaukee Gas & Light Co., Cramer- 
Krasselt. 


PANTOMIME PICTURES, INC. 


Completed: Renault, Inc. (cars), NL&B; 
Union Oil Co. (shale rock retort), direct; 
Best Foods, Div. Corn Products Co. (Nucoa 
margarine), GB&B; Regal Pale Brewing 
Co. (beer), Heintz; Ralston Purina Co. 
(cereal), GB&B, Freberg Ltd.; KRCA-TV 
(station promotion), direct. 

In Production: Iowa-Des Moines National 
Bank (banking services,) Campbell-Mithun ; 
Massey-Ferguson, Inc. (tractors), NL&B; 
State Farm Mutual Insurance Co. (car in- 
surance), NL&B. 


PELICAN FILMS, INC. 


Completed: Piel Bros. (beer), Y&R; Robert 
Hall Clothes (clothing), Arkwright; Amer- 
ican Tel. & Tel. (Yellow Pages), C&W; 
Narragansett Brewing Co. (beer), DCS&S; 
Drackett Co. (Vanish, Windex), Y&R; 
Sperry & Hutchinson Co. (Green Stamps), 
SSC&B. 

In Production: Drackett Co. (Vanish), 
Y&R; Robert Hall Clothes (clothing), Ark- 
wright; United Fruit Co. (bananas), 
BBDO; Sperry & Hutchinson Co. (Green 
Stamps), SSC&B; American Tel. & Tel. 
(Yellow Pages), C&W; Piel Bros. (beer), 
Y&R; Coca-Cola Co. (Veep), Esty; Chese- 
brough-Ponds, Inc. (Vaseline), Esty; Gen- 
eral Foods Corp. (Twist), FC&B; General 
Foods Corp. (Birdseye products), Y&R; 
General Electric Ce. (tv), Maxon; Bristol- 
Myers Co. (Excedrin), Y&R. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Sinclair Refining Co. (institu- 
tional), Wexton; Television Bureau of Ad- 
vertising (institutional), Wexton; Carter 
Products, Inc. (Colonaid), KHCC&A; Geo. 
W. Helme Co. (snuff), KHCC&A; Sinclair 
Refining Co. (No Freez gas, fuel oil), 
GMM&8&B;; National Bank & Trust Co. (insti- 
tutional), Rabko; Potter Drug Co. (Cuti- 
cura), KHCC&A; Permutit Co. (water 
softener), Rumrill. 

In Production: O’Keefe Brewing Co. (ale), 
Foster; H. Goodman & Son (Wet ’N Set), 
Joseph Reiss; Golden Press, Inc. (atlas), 
Wexton; Chr. Bjelland Co. (King Oscar 
sardines), KHCC&A; American Motors, Inc. 
(Rambler), GMM&B; Television Bureau of 
Advertising (half-hour film), Wexton; Eagle 
Pencil Co. (Stickpen), Shaller-Rubin. 


BILL STURM STUDIOS, INC. 


Completed: Corn Products Co. (Bosco), 
Donahue & Coe; Blatz Brewing Co. (beer), 
K&E; Bovril (beef broth), Ronalds; E. F. 
Drew & Co. (Tri-Nut), Donahue & Coe; 
Radio Corp. of America (tv sets), Lefton; 
First Nat'l. City Bank (banking), BBDO; 
United Motors Service (Delco battery), 
Campbell-Ewald; Firestone Co. (show open- 
ing), Campbell-Ewald; Metro-Goldwyn- 
Mayer (trailers), Donahue & Coe; National 
Biscuit Co. (cereals), K&E; Lever Bros. 
(Wisk), BBDO. 

In Production: Goodyear Corp. (vinyl floor- 
ing), Kudner; Procter & Gamble Co. (Spic 
& Span), Y&R; Corn Products Co. (Bosco), 
Donahue & Coe; Blatz Brewing Co. (beer), 
K&E; Firestone Co. (institutional), direct; 
National Safety Council (safety), Campbell- 
Ewald; Glamur Products, Inc. 
Glamur), Riedl & Freede, Inc.; National 
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STATION 
DIRECTORY 
REPRINTS 
are available 


25c each, 20c in lots of 10 or more. 


Address Reader’s Service, TELEVISION 
AGE, 444 Madison Avenue, New York 22, 
nN. %. 














PAUL BUNYAN 
NETWORK 


2 television stations 
5 radio stations 


digs you the most 
Northern Michigan 
for your 


advertising 
dollar 





In Our Coverage Area 
For 1959 


53,924,650 Filling Station Sales 
76,673,950 Automotive Sales 


122,557,800 Food Sales 
$445,632,006 Total Retail Sales 


SELL THROUGH PBN 


Paul Bunyan Network 


RRR 


Les Biederman 


IS General Manager 


national representatives 


Venard, Rintoul & McConnell 
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Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 
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Then what you need is a set of the TELEVISION AGE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 





Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


No. Number of copies 
33. Auto Dealers — 
44. Bakeries — 
42. Banks & Savings Institutions —— 
26. Beer & Ale — 
36. Candy & Confectionery Stores —— 
22. Coffee Distributors ~— 
31. Cosmetics & Beauty Preparation —— 
24. Cough & Cold Remedies — 
41. Dairies & Dairy Products oo 
27. Department Stores -_— 
14. Drugs & Remedies — 
43. Drug Stores — 

4. Dry Cleaners & Laundries oa 
18. Electric Power Companies —. 
25. Electrical Appliances — 
17. Farm Implements & Machinery —— 
46. Furniture & Home Furnishings —— 
19. Gas Companies — 
47. Gasoline & Oil —- 

5. Groceries & Supermarkets 
10. Hardware & Building Supplies 





Television Ave 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


No. Number of copies 
45. Home Building & Real Estate —— 
21. Insurance Companies — 
8. Jewelry Stores & Manufacturers —— 
23. Men’s Clothing Stores — 
29. Moving & Storage — 
38. Newspapers & Magazines — 
9. Nurseries, Seed & Feed — 
35. Pet Food & Pet Shops _— 
40. Pre-fab Housing —— 
28. Restaurants & Cafeterias - 
16. Shoe Stores & Manufacturers -—- 
11. Soft Drink Distributors ae 
13. Sporting Goods & Toys -—- 
20. Telephone Companies — 
30. Television & Radio Receivers — 
39. Theatres — 
37. Tires & Auto Accessories — 
12. Travel, Hotels & Resorts — 
32. Weight Control - 
34. Women’s Specialty Shops 


Name—— atte ———— 
Company ———— Sa 
iin ——— a 

Cy a 

C1) I enclose payment (0 Bill me 


{0 Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 


Biscuit Co. (cereals), K&E; California- 


Texas Oil Co. (Cal-Tex), Gaynor & Ducas. 


TV CARTOON PRODUCTIONS 


Completed: Pacific Telephone & Telegraph 
Co. (long distance), BBDO; Kilpatrick’s 
Bakeries, Inc. (bread), Reinhardt; Ingram’s 
Foods (Red’s tamales), Cappel, Pera & 
Reid; Safeway Stores (egg dept), direct; 
California Spray-Chemical Corp. (Ortho 
Lawn spray), McCann-Erickson; M. J. B. 
Co. (various products), BBDO; California 
Packing Corp. (Del Monte sauce), McCann- 
Erickson; Lucky Lager Brewing Co. (beer), 
McCann-Erickson. 

In Production: Standard Oil Co. of Calif. 
(Chevron gasoline), BBDO; Alemite Co. of 
Northern California (Alemite CD-2), Roy 
S. Durstine; Pacific States Sales Co. 
(Florida Fruit Stik), Dawson & Turner. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Lever Bros. Co. (Lucky Whip), 
OB&M; General Electric Co. (GE floor 
polisher), B&B; General Foods Corp. 
(Tang), Y&R; American Home Products, 
Inc. (Chef Boy-Ar-Dee spaghetti, Beef 
Aroni) , Y&R; Bristol-Myers Co. (Bufferin), 
Y&R; Silver-K-Corp. (Old Hollander 
beer shampoo), Jerome O’Leary; American 
Machine & Foundry (Pin Spotters), C&W; 
H. C. Moores (Pream), B&B; Bristol-Myers 
Co. (Fortisun), Y&R. 

In Production: General Foods Corp. (Birds- 
eye baby food), B&B; Vick Chemical Co. 
(Lavoris), Morse; Charles H. Phillips Co. 
(Instantine), Compton; Sterling Drug Co. 
(Fizrin), Compton; General Foods Corp. 
(Tang), Y&R; Cott Bottling Co. (bever- 
ages), John C. Dowd; General Electric Co. 
(GE skillet), Y&R; Colonial Provision Co. 
(Colonial ham), Jerome O’Leary; American 
Home Products, Inc. (Chef Boy-Ar-Dee 
Spaghetti), Y&R; Procter & Gamble Co. 
(Spic and Span), Y&R. 
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Wall Street Report 


MPO VIDEOTRONICS. The rapidly 
changing technology of the television 
industry is responsible for one of the 
most recent offerings in the financial 
community. A group of underwriters, 
headed by Francis I. du Pont & Co.., 
offered 150,000 shares of MPO Video- 
tronics, Inc., at $10 per share in late 
February, and the 
quickly sold out. 
MPO Videotronics as such has 


offering was 


‘been in business only since 1959 


under that name but represents a 
merger of five different companies 
that have been working in the pro- 
duction of filmed commercials since 
1947. MPO Video owns studios, 
equipment and facilities which have 
made it one of the largest producers 
of commercials in the tv field. Pro- 
duction of these commercials accounts 
for approximately 85 per cent of the 
company’s gross income, while pro- 
duction of films for industry accounts 
for the remaining 15 per cent. 
MPO Video usually enters into con- 
tract arrangements with ad agencies 
for the production of tv commercials 
for a specific price. Progress pay- 
ments are made by the agencies in 
the course of production, and final 
payment is made upon delivery of the 
finished commercial. The ad agency 
supplies the script and cast, with 
MPO providing all the facilities, pro- 


duction personnel and direction. 


AGENCY CUSTOMERS. Since the 
company is so dependent on the agen- 
cies for its business, it’s interesting to 
note that only one agency accounted 
for approximately eight per cent of 
the company’s gross income, and the 
top five of its agency customers ac- 
counted for approximately 25 per 
cent of its total income. In the field 
of industrial motion pictures—usually 
ranging from 20 to 30 minutes— 
MPO produces films directly for the 
corporations which use them for pub- 
lic relations, employe training or sales 
programs. 

Obviously, MPO has terrific com- 
petition in both fields of its activities. 
However, the cempany believes it 





ranks as one of the largest producers 
of television commercials in the 
United States. Below is a record of 
MPO’s sales and earnings for the last 
five years. 


THREAT OF TAPE. The basic reason 
for the public financing is the great 
strides that have been made in the de- 
velopment of video tape. Mag- 
netic tape poses a threat to MPO’s 
use of photographic film. MPO’s man- 
agement believes the film process is 
more effective and suitable for com- 
mercials, and contends that while tape 
is suitable for replacing live com- 
mercials, it is not practical as a sub- 
stitute for filmed commercials. 

The filmed commercials usually 
contain about 10 different scenes per 
minute. To get all the effects neces- 
sary requires set-ups, location shots, 
animation, time-lapse photography, 
all integrated by frame-by-frame edit- 
ing. To produce this type of com- 
mercial on magnetic tape is difficult 
and costly. Frame-by-frame editing 
is impossible on video tape with the 
presently available equipment. 

The cost of converting entirely from 
film to magnetic tape is hard to esti- 
mate, since there are so many varia- 
bles, including the feasibility of using 


1955 1957 1958 1959 
Sales $1 million $2 million $3.4 million $4.9 million $6 million 
Profits before taxes 64,035 229,409 171,630 208,000 534,014 
Net Profits 38,535 114,109 84,430 92,702 270,414 
Earnings per share 12c 37c 27c 30c 87c 


1956 









































the company’s present studios for 
conversion to magnetic-tape use and 
the cost and terms involved in the 
purchase of magnetic-tape equipment. 
Nevertheless, despite all the problems 
on the horizon, the MPO management 
believes that the progress being made 
in the perfection of video tape is 
such that the company should be pre- 


pared to make any necessary changes. 


COMPANY SET-UP. The company 


employs a regular staff of approxi- 
(Continued on page 72) 








AM-TV 


Includes microwave 
gramming on both T 


Washington, D. C.—630 Washington Bidg., 
ST 3-4341 


Chicago, Ill.—333 N. Michigan Ave. 
Fi 6-6460 





2 TV stations and 2 radio stations in one package. 
ickups 
stations. Terms; $150,000 cash 
and balance over 10 years. 


contact: 


Blackbuen & 


Incorporated 


RADIO - TV - NEWSPAPER BROKERS 













$750,000 


for major network pro- 


Beverly Hills, Calif.—9441 Wilshire Bivd. 
CR 4-2770 


Atlanta, Georgio—Healey Building 
JA 5-1576 
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You cover ALL this 
$739,000,000 

South Georgia and Northwest 
Florida market only on 


WALB-TV 


CH. 10—ALBANY, GA. 


The only primary NBC 
outlet between Atlanta 
and the Gulf! 








@ New 1,000 foot tower, 
316,000 watts power 


® Grade “B" area includes Al- 
bany, Thomasville, Valdosta, 
Moultrie, Ga. — Tallahassee, 


Fla. 

® Over $739,000,000 income 
. .. 750,000 people, 126,200 
TV homes 

© The only hometown station 


serving Albany, South Geor- 
gia’s only metropolitan market! 


WALB-TV 
ALBANY, GA. gt 8c 


CHANNEL 10 
Raymond E. Carew, General Manager 
Represented nationally by: 
Venard, Rintoul & McConnell, Inc. 
In the South by James S. Ayers Co. 


One Rate Card 
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News (Continued from page 17) 
Ziv Buy-out 


United Artists Corp.’s buy-out of 
Ziv Television Programs, Inc., is 
probably the most dramatic of the 
many moves made into television by 
major feature-film production and 
distribution firms. The purchase price, 
more than $20 million all told, has not 
been approached in telefilm sales be- 
fore, and is not likely to be equaled 
in the near future. 

The manner in which UA moved 
into television is instructive for future 
investors. The company attempted, 
with the of United 
Artists Television, to get going from 


establishment 


scratch early in 1958, and seemed to 
be reasonably successful. Two pro- 
grams were sold to the networks last 
year—The Dennis O'Keefe Show 
(CBS-TV) and The Troubleshooters 
(NBC-TV). Tales of the Vikings, 
placed into syndication late last fall, 
was sold in more than 120 markets. 

Prior to these moves, UA bought up 
Associated Artists Productions and its 
feature-film and cartoon properties 
in October of 1958 for $30 million 
and established a separate subsidiary, 
United Artists Associated. With these 
two companies, and with ambitious 
production plans revolving around 
numerous independent film producers, 
UA seemed well on its way all on its 
own. 

But it seems evident that the com- 
pany found it necessary to acquire a 
eoing telefilm distribution firm (a la 
the Wrather-Loeb-ATV purchase of 
Television Programs of America) in 
order to compete effectively in today’s 
market. In Ziv, it chose the largest 
and probably the most successful 
around. of Ziv’s 
sales organization and its list of suc- 
cessful properties with UA’s financing 
formula with independents should be 
an awesome spectacle to watch in the 
future. 

UA bought Ziv through a wholly 
owned subsidiary, United Artists 
Television Investments, Inc. The sell- 
ers were F, Eberstadt & Co., Lazard 
Freres & Co., Frederic W. Ziv and 
John L. Sinn. The latter two execu- 
tives remain as directors and chair- 


The combination 


man of the board and president, re- 
spectively, and present officers and 
management continue to conduct its 
management. The company’s name is 
Ziv-United Artists Television Co., 
Inc. (UA-TV becomes part of this or- 
ganization, while UAA is in no way 
affected by the transaction.) Herbert 
L. Golden, president of UA-TV, has 
resigned from that post to devote full 
time to his duties as vice president of 
the parent corporation. 

In addition to assuming a bank debt 
of approximately $14 million, the pur- 
chasing company, in acquiring all of 
the Ziv stock, paid the following: 

$1,750,000 in three-year 5.6-per- 
cent installment notes of United Art- 
ists Television investments, maturing 
1963-1965 and guaranteed by the 
parent company, and $3 million of 
six-per-cent debentures of the pur- 
chasing subsidiary (not guaranteed by 
the parent company) maturing 1966- 
1970 and with conversion privileges 
after four years into UA stock at 10 
per cent above the average market 
price during the six months prior to 
the end of the four-year period, ex- 
ercisable only if the debentures are 
not called within the four years. 

Also, UA’s purchasing subsidiary 
acquired $2 million of subordinated 
notes of Ziv for $2 million of three- 
year 5.6-per-cent installment notes of 
the purchasing subsidiary of UA ma- 
turing 1961-1963 and guaranteed by 
the parent company. The first $1 mil- 
lion of these installment notes are 
convertible at the option of the hold- 
ers into the common stock of UA at 
any time prior to Dec. 31, 1961, at 
$30 per share. Management stock- 
holders of UA have agreed, in the 
event such option is exercised, to as- 
sume the fulfillment of this conversion 
option. 

It should be noted that no UA stock 
was issued nor is any equity financing 


MR. ZIV 


MR. SINN 
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Clair McCollough, president Stein- 
man. stations and general manager of 
WGAL-TV Lancaster, will receive the 
National Association of Broadcasters 
“Distinguished Service Award for 
1960” at the 38th annual NAB Con- 
vention in Chicago on Monday, April 


4. Mr. McCollough has a long and 
distinguished record in the industry 
and has served in many capacities 
both with NAB and with the Televi- 


sion Bureau of Advertising. 





by UA involved in the acquisition of 
Ziv. It was done through the issue of 
obligations of a subsidiary. 


Speaks for Spot 


“There can and should be more 
dollars available to spot television in 
the next two or three years than sta- 
tions can find time for,” said Ralph 
Klapperich, media director of Knox 
Reeves Advertising, Inc., Minneapolis, 
in a recent speech before the Chicago 
chapter of the Station Representatives 
Association. 

Spot has already attracted a great 
number of advertisers, he pointed out, 
because it possesses many qualities 
that make it sell effectively. The me- 
dium is used by “the sharper, more 
knowledgeable advertiser, the guy 
who knows where the markets for his 
products are and concentrates his ex- 
penditures in the top potential area 


so as to capitalize on the market. . . . 
If tv is part of his advertising pic- 
ture, spot tv has to be part of that 
picture if he’s going to get the most 











milage out of his dollar.” 

The media executive noted that na- 
tional magazines have moved into 
“select-the-market” editions, but that 
spot offers the “greatest and easiest 
way to vary advertising weight and 
pressure. You can pick a market on 
the east coast and the west coast with- 
out any penalties or premiums.” 

Another element of spot, said Mr. 
Klapperich, is that use of the medium 
makes it simple—and often almost 
mandatory—that the advertiser run a 
sufficient number of commercials or 
ads to provide frequency to sell the 
merchandise. He opined that lack of 
adequate frequency in any medium 
is one of the most common mistakes 
in advertising. “Spot tv has a device 
all its own—the plan discount—that 
helps advertisers avoid this mistake.” 
Holding that plan discounts provide 
the station with more total revenue 
and the advertiser with more expo- 
sures per dollar and therefore more 
sales, the media executive advocated 
extending plans to ID’s, 20’s and pro- 
grams in all time periods. 





“The concept works for the adver- 
tiser and the station now; why limit 
it to certain time periods or types of 
announcements?” 

An intangible asset of spot tv, he 
said, is the esteem in which it is held 
by the average sales organization and 
the retail trade. Such respect is obvi 
ously built on the medium’s success 
in producing sales for a company or 
its competition. The average sales- 
man is not a media man, Mr. Klap- 
perich said. “He doesn’t know Niel- 
sen ratings or cost per thousand . 
but when he believes in the advertis- 
ing campaign, he will sell more mer- 
chandise, get more displays, etc.” 

To realize fully spot’s future poten- 
tial, however, a total selling effort will 
have to be made, the station repre- 
sentative group was told. The medium 
as a whole must be promoted, rather 
than individual stations. While call- 
ing the SRA the “start of a fine or- 
Mr. Klapperich 


newspapers, magazines, outdoor and 


ganization,” said 


network are out-shouting and out-pro- 
moting spot tv as a medium. He noted 


If you sell home 
furnishings in Oregon... 


Nearly % of 
Oregon’s buying 


families watch 


KVAL-TV-KPIC-TV.24 


The only clear picture in the 
Eugene-Springfield-Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingberry man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 

®@ Oregon Home Furnishing Sales 

$98,918,000—1958. 


KVAL-TV Eugene 
NBC Affiliate Channel 
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KPIC-TV Roseburg * Channel 4 


Satellite 
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that TvB and RAB promote spot, but 
cannot become competitive against 
network operations, as they are in- 
volved with the whole field of tv and 
radio. 

Major efforts should be made, he 
said, to carry spot’s story directly to 
the client and to offer unified spot 
programs. Particularly needed is a 
simpler way of buying syndicated 
films, a way in which an advertiser 
could get both a program and time- 
slot in a single operation. Also needed 
are solutions to the problems of sup- 
plementing markets with spot where 
network programs are blacked out. 

Finally, he concluded, a central 
clearing operation is a necessity— 
something similar to the newspapers’ 
Bureau of Advertising. Such an or- 
ganization should be able to provide 
quickly information on rates, regula- 
tions, etc., for all of the country’s 
broadcasting stations, Under the pres- 
ent system, he said, individual letters 
must go out to stations regarding such 
matters, replies must be awaited, ac- 
cumulated and summarized, and the 
process consumes time and effort that 
are harmful to the cause of spot tele- 
vision. 


Spot For Tires 
According to numerous indications, 
there’s a “war” on between the nylon 


and rayon industries over which type 
of fabric is best suited for use in auto- 
mobile tires. Edward Petry & Co., 
Inc., is taking no sides, but a new 
presentation for its tv division shows 
how spot schedules can “strengthen 
the fabric” of any manufacturer’s tire 
sales drive. 

Noting that major tire advertisers 
have confined their video activity 
primarily to network shows, the rep- 
resentative claims the industry is neg- 
lecting spot’s great asset of flexibility. 
This flexibility, says Petry, enables an 
advertiser to promote his tires in mar- 
kets with the greatest number of cars, 
highest auto milage and maximum 
average yearly tire sales. 


Car for 2.3 People 


For instance, figures supplied from 
the Automobile Manufacturers Asso- 
ciation show that California has one 


‘car for every 2.3 people (making it 


the No. 1 state in registrations) , while 
the lowest-ranked state, Mississippi, 
has one car for every 4.6 people. 
Florida, to give another example, has 
twice the population of South Caro- 
lina, but three times as many cars, and 
Rhode Island has 70,000 fewer people 
than Maine, but more automobiles. 
Certain markets—depending on 
weather conditions, the distances be- 
tween important points, highway con- 


ditions, etc.—have greater annual car- 
mileage figures than do others. These 
markets are often more important to 
a manufacturer of replacement tires 
than low-mileage areas. The Petry re- 
port notes that the Columbus market 
is twice as big as Wichita, but the lat- 
ter market leads on a percentage basis 
in the buying of new tires. 

The acceptance of certain brands 
in various markets also influences an 
advertiser's media decisions. A com- 
parison is drawn between the sales of 
a major tire brand in Denver and 
Omaha. Denver, with twice as many 
cars and new-tire purchases than 
Omaha, showed only a 12-per-cent ac- 
ceptance of the maker’s brand. In 
Omaha, however, some 23 per cent of 
new tires purchased were of the brand 
studied. The fact that he sold more 
tires in a smaller market could well 
make that market more important to 
the manufacturer. 

The advantages of spot tv for tire 
promotion, says Petry, are obvious. 
Local schedules can bolster sales in 
weak markets and keep sales high in 
strong markets by effectively fighting 
the inroads made by department store 
and regional brands. At one time, 
schedules can be adjusted to meet 
weather conditions in separate mar- 
kets—to sell snow tires in the north 
and standard tires in the south. An- 











UNDUPLICATED 
COVERAGE* 


* TV HOMES unaffected by network station 
overlap 


*%* SPORTS programming unmatched in Cali- 
fornia 


* NEWS .and local personalities exclusive 
to KTVU 


*%* FILM and videotape programs that are 


top-rated in the market 


—KIVY on 2 


San Francisco: Oakiand 
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Howard W. Coleman has been ap- 
pointed promotion director of WTCN- 
tv-AM Minneapolis-St. Paul, it has 
been announced by Arthur M. Swift, 
manager of the stations. Mr. Cole- 
man was formerly assistant to the 
president of Gross Telecasting, Inc., 
and station manager of wJIM Lans- 
ing. He also was manager of WMAQ 
Chicago. and manager of color sales 
development of wNBQ Chicago. 





nouncements can be peaked at heavy 
traffic times before vacation or holi- 
day periods. 

To pinpoint the male audience 
which buys most of the nation’s tires, 
local spot schedules can be placed in 
news and sports programs, or adja- 
cent to other shows with high male 
appeal. Unlike network buys, no long- 
term commitments are necessary, and 
emphasis can be shifted to meet 
changing conditions. 

Three leading tire and rubber com- 
panies—Armstrong, U.S. Rubber and 
General—are growing users of spot 
schedules, and each substantially in- 
creased its spot budget in 1959 over 
the previous year. The Petry Co. looks 
to facts such as those presented in its 
latest study to convince other tire 
firms that spot’s flexibility—used in 
conjunction with network or by itself 
—can effectively and economically sell 
tires. 


Hamm’s Latest Encore 

Hamm’s beer chalked up still an- 
other month as the nation’s favorite 
television commercial, leading the 
competition for the ninth straight 
time, according to the American Re- 
search Bureau’s best-liked-commer- 
cials listing for December. 

The latest ARB tally finds the top 


five commercials in the same line-up 


as they appeared the month before: 
in addition to Hamm’s in first place, 
Maypo was runner-up, Kaiser foil was 
third, Piel’s held down the fourth slot, 
and Ford stayed in fifth place. 


The one newcomer to the survey 
was Dial soap in ninth position. Re- 
turning to the list for the first time 
since August was Ballantine, in the 
19th notch. Commercials that failed 
to rank on the December listing after 
long runs included Johnson’s baby 
powder, a favorite for the past seven 
months; Lestoil, a contender for eight 
months running, and Snowdrift, a 
front-runner for the last three months. 


Advance by Falstaff 


Advances from last month’s stand- 
ing were made by Falstaff, coming up 
from llth to sixth, Burgermeister 
moving up three notches into 10th 
place, Chevrolet gaining one position 
to rank 13th this month, General Elec- 
tric advancing from 21st to 16th, and 
Wrigley’s gum moving up from 10th 
to sixth place. Sixteen of the 25 com- 
mercials listed last month came back 
to place on the December tally. 


The monthly best-liked tv-commer- 
cial survey is based on ARB’s TV-Na- 
tional Reports. Results were tabulated 
from diaries placed during the week 
of Dec. 3-9, in which each diarykeeper 
noted his favorite tv commercial for 
the survey week. As always, these list- 
ings do not attempt to measure audi- 
ence size or effectiveness, but only 
indicate a preference for the commer- 
cial. 


Best-Liked Ty Commercials 


Based on ARB’s National Diary Sample, 
Dec. 3-9, 1959 


Commercial and Agency 


Rank 


Hamm—Campbell-Mithun 

. Maypo—FRC&H 

. Kaiser Foil—Young & Rubicam 

Piel—Young & Rubicam 

Ford—J. Walter Thompson 

. Falstaff—Dancer-Fitzgerald-Sample 

. Mr. Clean—Tatham-Laird 

. Wrigley’s Gum—Meyerhoff 

. Dial—Foote, Cone & Belding 

. Burgermeister—BBDO 

. Dedge—Grant 

. Kraft—J. Walter Thompson 

. Chevrolet—Campbell-Ewald 

13. Maxwell House Coffee—Benton & 
Bowles 

15. Kellogg’s—Leo Burnett 

16. General Electric—BBDO 

16. Seven-Up—J. Walter Thompson 

16. Winston—Wm. Esty 

19. Ballantine—Wm. Esty 
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You want her to grow up in a peaceful 
world. Bonds are one way to help make sure. 


You Save More 
than Money 
with U.S. 


Savings Bonds 


You can save automatically with 
the Payroll Savings Plan - You 
now get 334 % interest at matu- 
rity - You invest without risk 
under U. S. Government guar- 
antee - Your money will never 
be lost or destroyed - You can 
get your money, with interest, 
any time you want it - You can 
buy Bonds where you work or 
bank - And remember, you 
save more than money. 


S 


The U. S. Government does not pay for this 
advertising. The Treasury Department 
thanks The Advertising Council and this 
magazine for their patriotic donation. 
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I. Media Ad Expenditure Vs. Media Preference 
Over-all 
Average Average of 
Automotive Media Preference of: Media 
Expenditure Shoppers Buyers Dealers Preference 
Television 37 60 56 57 57 
Magazines 20 26 27 17 22 
Newspapers 43 14 17 26 21 
100% 100% 100% 100% 100% 



















TV Effectiveness 


One of the strongest evaluations of 
television’s effectiveness as an adver- 
tising medium came as the result of 
two questions put to the National 
Broadcasting Co. by a group of auto- 
motive marketing men. They asked: 
“Does advertising sell—is it worth all 
and “Which medium 
best impels the consumer to buy?” 

These queries launched NBC on 
a three-year study to find out as much 
as possible about the value of adver- 
tising, and especially television adver- 
tising, to the manufacturer of a high- 
priced, major-purchase item. Dealers 
were interviewed—1,000 of them— 


these dollars?” 


| along with 1,500 shoppers and 2,000 


new-car buyers. They were asked such 


| questions as “Have you noticed any 


advertising for X brand cars lately?” 
and “What kind of advertising was 
it?” 

Sixty per cent of the shoppers and 
56 per cent of the buyers named tele- 
vision as the ad medium that was the 
most seen and most remembered, al- 
though only 37 per cent of the auto 
manufacturers ad budgets were go- 
ing to television (see figure I). 

Forty-six per cent of the buyers also 


noted that television had given them 


the greatest amount of information 
about their new car, as opposed to 
20.6 per cent who mentioned maga- 
zines and 15.2 per cent who put news- 
papers first. In answer to the ques- 
tion, “Which kind of advertising 
did the most to interest you in (shop- 
ping for/buying) X brand?,” 45.3 
per cent of shoppers and 39.7 per cent 
of buyers said television, 16.4 per cent 
of shoppers and 17.0 per cent of buy- 
ers said magazines, and 10.8 per cent 


of shoppers and 11.4 per cent of buy- 
ers said newspapers. 

One of the principal functions of 
advertising is to bring the prospect 
into the store. The NBC survey shows 
that television is a winner at this. 
Nearly twice as many regular viewers 
of auto-sponsored network programs 
were found in the showrooms as com- 
pared to non-viewers. What’s more, 
viewers buy and regular viewers buy 
more. 

For every 100 non-viewers who pur- 
chase a sponsored make, 159 viewers 
and 180 frequent viewers buy it. 
Moreover, the advertiser with several 
different programs obtains real value 
from his multiple exposure (see figure 
II). Twenty-three out of every 100 


Chevrolet buyers had seen one 





II. Buying The 
Sponsored Brand 





% Buying % Buying 
Chevrolet Ford 
20.5 20.4 
Saw no Chev. Saw no Ford 
pgms. pgms. 
23.0 27.7 
Saw 1 Chev. Saw 1 Ford 
pgm. pgm. 
30.1 26.2 
Saw 2 Chev. Saw 2 Ford 
pgms. pgms. 
33.2 36.3 
Saw 3-4 Chev. Saw 3 Ford 
pgms. pgms. 
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Chevrolet program; 33 of them had 
seen three or four. 

The survey gives strong, factual 
proof that the automobile manufac- 
turer who puts his money in television 
is getting full measure or more in re- 
turn. Television gets a composite of 
57 per cent of the media-effective- 
ness votes for only 37 per cent of the 
ad dollars. 


Housecleaning (Part II) 


CBS-TV, in its continuing re-ex- 
amination of program and commer- 
cial standards and practices, issued 
two more memos this month: one 
covering positioning and number of 
commercials, and the second covering 
taste and acceptance of commercials. 
Each is effective immediately, subject 
to prior commitments, and in all 
cases will be fully effective on Sept. 
15, 1960. 

The memo on positioning should 
have an effect on certain package- 
goods advertisers in that it prohibits 
interrupting the main entertainment 
portions of a quarter-hour or half- 
hour program more than twice, and 
limits interruptions in an hour pro- 
gram to not more than five times. In 
terms of taste, certain advertisers in 
the drug and personal-products fields 
will be obliged to be positive and 
avoid the clinical details of discomfort 
—“scare” copy is no longer accept- 
able. 

In the matter of scheduling, CBS- 
TV makes a clear distinction between 
entertainment and news and _public- 
affairs programming. In quarter-hour 
entertainment shows a maximum of 
three commercial positions in addition 
to billboards is permitted, but the 
main entertainment portion of the 
program may be interrupted not more 
than twice. In news and public-affairs 
programs a maximum of three com- 
mercial positions is allowed, with the 
main news portion of the show inter- 
rupted not more than once. 

In half-hour entertainment pro- 
grams at night, a maximum of three 
commercial positions is permitted, but 
the main entertainment portions of the 
show may be interrupted not more 
than twice. Four products or services 
may be advertised, but this means one 
of the commercials will be in a “piggy- 


back” position, and the bridge be- 
tween these two will be counted as 
part of commercial time. The posi- 
tioning requirements for half-hour 
news and public-affairs programs are 
the same as for entertainment pro- 


grams. However, only four product 


commercials will be permitted either 
day or night. 

In hour-long entertainment pro- 
grams at night a maximum of six 
commercial positions is permitted, but 
the main entertainment portion of the 


program may be interrupted not more | 
| 


than five times. In hour-long public- 
affairs shows, a maximum of six com- 
mercial positions is permitted, but 


only four program interruptions are | 
allowed. On lead-ins to commercials | 


on news programs, news personnel are 


now limited to “Now a word from | 


(the sponsor or product) .” 


CBS-TV has set up special standards 
for news and public-affairs programs 
in matters of taste and acceptability. 
In addition to limiting lead-ins to 
commercials, CBS-TV is of the opin- 
ion that “copy which may be accept- 
ed for entertainment programs is not 
necessarily acceptable on news and 
public-affairs Stricter 
standards will apply in this area.” 


programs. 








Day (Continued from page 25) 


per cent nighttime; children, 51.5 
per cent daytime, 48.5 per cent 
nighttime. 

If an advertiser is interested in 
reaching a male audience, daytime 
presents unusual and undoubtedly 
economical opportunities, according 
to the TvB study. As has been noted, 
on weekdays 28.0 per cent of all men 
watch daytime tv (for an average of 
7.1 quarter-hours). But this propor- 
tion increases on week-ends. For ex- 


ample, 33.6 per cent of all men | 


watch tv for an average of 8.7 
quarter-hours on Saturdays, and 49.3 
per cent of all men watch tv for an 
average of 9.5 quarter-hours on Sun- 
days during the day. 

TvB’s figures on daytime viewing 
of network programs by type show 
some interesting patterns. The most 
popular format among all daytime 
viewers is miscellaneous children’s 


half-hours (mostly cartoons) with 





Far-Reaching ! 





AJAX SHOE Co. 











What's behind this healthy 
sales increase in Maine? 











It's WCSH-TV, J. B. Their 
merchandising boys came up 
with another sales booster. 











JAS ADVERTISED ON WCSH-TV] 





(most bought twice - got 3 pair) 
Ridiculous? Sure .. . but 
many a serious advertiser has 
been tickled by SIX’s “Far- 
Reaching Effect.” Creativeness, 
as well as carefulness, always 
plays an important part at 6. 
Your Weed TV man will tell 
you more. 


WCSH-TV 


NBC for 
PORTLAND 


MAINE BROADCASTING SYSTEM 
WCSH.-TV 6, Portland WLBZ-TV 2, Bangor 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Auguste 
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11,664,000 viewers, or 7.5 per cent 
of all people. This is followed by 
children’s westerns (11,301,000 view- 
ers, or 7.3 percent of all people) and 
30-minute daytime serials (with 
6,739,000, or 4.3 per cent of all 
people). Surprisingly, quiz and audi- 
ence-participation shows were in fifth 
place in terms of number of viewers 
with 6,408,000, or 4.1 per cent of all 
people. 

These numbers are meaningless if 
an advertiser is aiming at a par- 
ticular audience. For instance, if he 
wishes to reach a predominantly fe- 
male audience, it would not be wise 
for him to buy the popular miscel- 
laneous children’s format, for al- 
though a lot of people watch it, the 
percentage of women viewers is only 
17.9 per cent, or approximately 2.0 
million women. It would appear as 
though he would be better off, from 
a cost-per-thousand standpoint, in 
buying the miscellaneous adult for- 
mat (60 minutes or more in length), 
which has a total of only 3.9 million 
viewers. However, 61.1 per cent of 
these are female. 

Statisticians of the future may be 


interested in what was the most 
popular network program among 


adult male viewers in the daylight 
hours at this crucial point in history. 
For the record, it is children’s west- 


erns. According to the TvB analysis, 
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21.9 per cent of the viewers of this 
program format are grown men, 
which can be translated into 2.4 mil- 
lion, or 4.6 per cent of all men. The 
next most popular category in day- 
light hours with men is miscellaneous 
children’s—2.5 per cent of all men 
watch it. Or a grand total of 1.3 
million, representing 11.6 per cent 
of all viewers of that format. 

TvB’s figures on the cumulative 
audience for local time on the aver- 
age day (Monday through Friday) 
are illuminating. From 6 a.m.-6 p.m. 
the cumulative audience amounts to 
77.2 million, or 49.7 per cent of all 
people. Certain time segments, of 
course, have a greater unduplicated 
audience than others. For instance, 
the local cumulative audience from 
9 a.m. to noon amounts to 27.5 mil- 
lion, or 17.7 per cent of all people. 
But in the two hours from 4-6 p.m. 
the cumulative audience reaches 51.4 
million, or 33.1 per cent of all 
people. In the noon-2 p.m. period the 
unduplicated audience is 29.6 mil- 
lion. or 19.1 per cent of all people. 
This is slightly above the 2-4 p.m. 
period, when the cumulative audi- 
ence locally amounts to 28.6 million, 
or 18.5 per cent of all people. 

The network cumulative audience 
for the average weekday is also 
of interest. From 6 a.m.-6 p.m. the 
network unduplicated audience 
amounts to 78.3 million, or 50.4 per 
cent of all people. The greatest num- 
ber of different viewers of network 
time occurs between 4-6 p.m., when 
the cumulative audience on the aver- 





Robert H. Van Roo is the new direc- 
tor of promotion and advertising at 
wcss-Tv New York. He previously 
held the same position with WTCN-T\ 
Minneapolis and wxix Milwaukee. 





age day is 51.8 million, or 33.3 per 
cent of all people. Next greatest 
turnover in viewers of network time 
is in the noon-2 p.m. segment, when 
33.5 million different viewers, or 
21.6 per cent of all people, are 
watching network tv. 

The number of unduplicated male 
viewers in network and local time on 
the average day may be of some in- 
terest to advertisers. From 6 a.m.- 
6 p.m. (Monday through Friday) 
14,718,000 different men view net- 
work tv, which represents 27.5 per 
cent of that category and 18.8 per- 
cent of all viewers. In local time, 
the adult male cumulative audience 
on the average day 6 a.m.-6 p.m. 
amounts to 14.9 million, or 28.0 per 
cent of all men and 19.4 per cent 
of all people. 


Cumulative Week 


For the full week (Sunday through 
Saturday) the cumulative average 
day’s daytime network male audience 
totals 16.6 million, which is 31.1 
per cent of all men and 21.1 per 
cent of all viewers. Locally, for the 
full week, the unduplicated male 
audience from 6 a.m.-6 p.m. on the 
average day hits 16.9 million, or 31.7 
per cent of all men and 21.6 per 
cent of all viewers. 

So much for the dimensions of the 
audience. But a summary of the cur- 
rent daytime picture would not be 
complete without mentioning the 
phenomenal gains made by ABC-TV 
over the past year. Starting in Octo- 
ber of 1958 with an audience share 
of 13 per cent in the noon-4 p.m. 
block, the network has gained each 
quarter, and today, according to re- 
cent Nielsen national ratings, the 
four-hour span has an average share 
of 23.5 


The coming year may see addi- 


an increase of 87 per cent. 


tional changes in the daytime situa- 
tion. But there is one constant which 
will not change: advertisers have 
come to realize that daytime is an 
effective medium with its own unique 
virtues. It would not be rash to sug- 
gest that despite the setbacks noted 
in the network area in the first few 
months of this year, daytime billings 
in 1960 will exceed last year’s by a 
comfortable margin. 
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TELEVISION AGE 


mong numerous speeches and re- 
leases concerning spot tv of late 
comes word from wrTop-tv Washing- 
ton that it has moved to bolster sum- 
mertime sales. With warm weather 
approaching rapidly, the station notes 
that in the past there has been no in- 
centive for the regular spot user to 
stay in the medium through the sum- 


mer—outside of the station’s ordinary 





continuity discounts—and no incen- 
tive to bring new advertisers into 
summertime schedules. 

The solution put into effect by 
WTOP-TV is a discount plan dividing 
the year into two selling seasons. Sea- 
son #1 runs 13 consecutive weeks 
from the third Sunday in June, while 
season #2 covers the remaining 39 
weeks. According to Ben Margolis. 
business manager for CBS-TV Spot 
Sales, which represents the station, an 
over-all discount of about 10 per cent 
is granted the advertiser using the 
summer period. 

“Actually,” he said, “under the new 
rate card, the discount reaches 20 per 
cent for certain spots in various times. 
but the average is no lower than 10 
per cent.” John Hayes, president of 
the Washington Post broadcast divi- 
sion, said the move gives salesmen an 
added point to make. “There’s no rea- 
son merely to tell an advertiser to buy 
summer because his product lends it- 
self to summer selling,” he said. “Now 
we can tell him to buy summer for 
a special discount.” 

Since the wToP-TV move, another 
CBS-TV-represented station, WBTW 


a review of 


current activity 


in national 
spot tv 


Florence, S. C., has set up a similar 
discount plan. 
*% * 

Avery-Knodel, Inc., has issued a re- 
vised study of the southeast market 
area comprised of Alabama, Florida, 
Georgia, Kentucky, Mississippi, North 
Carolina, South Carolina, Tennessee 
and Virginia. More than 100 copies 
of the 1959 edition were distributed 
to national advertisers and agencies. 

Proving its point that the market 
has boomed in a year’s time to war- 
rant a second study, the representative 
shows that population is up 480,000, 
consumer spendable income up $1.2 
billion, business incorporations up 6,- 
000, or 43 per cent against a national 
erowth of 37 per cent, cash farm in- 
come up three per cent against a 
national decline of two per cent and 






Sam Tarricone recently joined Do- 
herty, Clifford, Steers & Shenfield, 
Inc., as a media supervisor, previous- 
ly having bought on Procter & 
Gamble at Benton & Bowles, Inc., 
New York. 
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REPORT 


food and drug sales up more than $3.5 
million each. 

Among many facts concerning 
southern tv, the study notes that sum- 
mer viewing on a daily basis has in- 
creased 25 per cent in the south over 
the past four years, compared with 
eight per cent nationally. Area resi- 
dents spend an average of 4.51 hours 
per day watching tv in the summer, 
5.80 hours per day in the winter. 


* * * 


Reporting on a survey conducted 
by Needham, Louis & Brorby, Inc., to 
determine the importance of station 
merchandising efforts on the buying 
of tv spot, the agency's promotion- 
merchandising manager, Harold A. 
Smith, said most of 41 responding 
agencies thought tv merchandising 
services were inferior to those offered 
by newspapers and radio stations. 
About 30 per cent of the responding 
agencies noted that merchandising 
support does influence purchases. 


ALLSTATE INSURANCE CO. 
(Leo Burnett Co., Inc., Chicago) 


After successful tests in St. Leuis, Kansas 
City, Des Moines and Oklahoma City, 
this insurance firm reportedly has 

plans for spot schedules in other markets. 
Precise information on future campaigns 
was not divulged “for marketing 
reasons.” Media supervisor George 
Stanton is the contact. 


ARRIVALS, LTD. 
(Caples Co., Chicago) 


Mid-March saw the start of a saturation 
test in Chicago on a new product featuring 
an unusual method of applying nail polish. 
Filmed minutes are running on ARRIVE 


March 21, 1960, Television Age 51 


WJAR-TV 


PROVIDENCE, R.I. 








Compliments by the sackful! 


Across our desk come letters of honest and before have I enjoyed watching television 
sincere praise like the letter from the Navy as much.” The satisfaction of our viewers, 
wife who wrote: ‘‘Your station has always af- , as expressed by the volume and content of 


forded the finest entertainment ... we have our mail, is more impressive, we think, R 
lived in many parts of the country and never than any rating picture could be. = 
Represented by be 


“ 


CHANNEL 10 - COCK-OF-THE-WALK IN THE PROVIDENCE MARKET 
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BEAUTIFUL Nail Pelish Wand, with 
four stations carrying about 35 spots 
per week. Lighter tests have run before 
the “crash-type” campaign, with possible 
expansion into other areas after the 
three-four-week flight concludes. 
Account executive Jack Stilwell is the 
contact. 


ASHAWAY LINE & TWINE 
MFG. CO. 


(Kelly, Nason, Inc., N. Y.) 


Having used a slight amount of spot in 
previous years, this manufacturer of 
fishing line is interested in possible spot 
placements in Topeka, Springfield (Mo.) 
and Wichita. Live announcements should 
run this spring in or around sports 
shows during the fishing season. Most 
of the firm’s tv effort is to support 

local dealers. Frank Huber is the account 
executive; Walter Simons is the 
timebuyer. 


BANKERS LIFE & CASUALTY 
co. 


(Phillips & Cherbo, Inc., Chicago) 


Having tested spot last fall as noted here 
Oct. 19, this insurance firm recently 
started a campaign for its WHITE CROSS 
plan, using new filmed minutes in day 
and night slots in scattered markets. 
Frequencies vary, as does length of 
placements. Availabilities in additional 
areas are reportedly sought. Virginia 
Landgraf is the timebuyer. 


BREAST O’CHICKEN TUNA, 
INC. 


(Robinson, Fenwick & Haynes, Inc., 
L.A.) 


While a large part of this company’s 
over-$l-million budget will be going into 
a number of ABC-TV programs in more 
than 100 markets for 26 weeks, important 
markets will also get spot supplementary 
action. Dorothy Skidmore is the 
timebuyer. 





Robert Livingston has been made 
WMAL-TV local sales manager, it has 
been announced by Neal Edwards, 
sales manager of the Washington, 
D.C., station. Mr. Livingston has been 
@ member of the. station's. sales. de- 
partment since 1949, 








The Buyer Talks About .. . 
ESTIMATING 


Although the buyer may be surrounded by estimators, there’s still a 
certain type of estimating he alone can do—the kind that answers a ques- 
tion like “What'll it cost us if we... ?” 


Too many buyers take the easy way out in answering such questions. 
They run for the latest “cost calculator” put out by a rep, or they quickly, 
in their heads, figure “Well, the last buy cost so much and if we add five 
per cent for increases...” The usual end result of such a system is 
an inaccurate estimate which may well haunt the buyer later when he tries 
to deliver a promised buy on a budget which suddenly isn’t quite big 
enough. 


Why can only a buyer estimate the cost of certain possible media plans? 
Because only a buyer knows the markets, the stations, the programs and 
adjacencies likely to be used. 


Most estimates are made many months in advance of the actual buy, 
and only the buyer has the experience to know just how much more 
expensive time will be at the end of a given period. However, as in most 
aspects of timebuying, the quick way is not the most efficient or successful 
way to give an estimate for media planning purposes. 


The “cost calculators” put out by several reps are reasonably accurate 
in prime-time periods, but they do not take special rates into consideration, 
and they are not made up often enough to keep up with current costs. 
According to one recent one, for instance, a late-night minute 12 times 
a week in a certain southern market would cost $55 per spot. However, 
an actual buy on a station in that market was nearly double that cost 
because a special rate was involved. 


On estimates made as much as six months in advance, there is only one 
way to figure probable costs so that the budget will be usable at the time 
of the buy. Get the rates; use the most expensive stations; figure on any 
possible special rates, participation costs, etc.; figure everything on the 
basis of one-time buys; allow for a certain per cent of rate increase. After 
all this, it is still generally advisable to inform the client that the figure 
quoted may not prove to be enough when the actual time comes to buy. 


On estimates made just in advance of buying, it is possible to figure a 
lot closer to actual costs. Frequency discounts can be taken into considera- 


tion, and the possibility of rate increase is eliminated. 


No buyer enjoys being caught with a tight budget. And since it is im- 
possible to predict exact costs months in advance, the only way to cope is 
to make sure that there'll be enough money to deliver the promised media 
plan no matter what happens in the interim. 


Having an ample budget also enables a buyer to build a campaign over 
a period of time and to get the best spots for his clients, even if it means 
waiting for availabilities. Good media planning is the best defense against 
desperation buying, and good estimating on the part of the buyer is the 
best insurance of an ample budget and a workable media plan. 
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COCA-COLA CO. 
(Wm. Esty Co., Inc., N. Y.) 


It seems the new lemon-lime soda, VEEP, 
which the New York Coca-Cola bottlers 
are developing, will see some spot action 
in that area in the near future. New 
films are in the works, with a series 
completed earlier, as reported here last 
Nov. 2. Hal Simpson is the contact. 


COLGATE-PALMOLIVE CoO. 
(Ted Bates & Co., Inc., N. Y.) 


For its COLGATE dental cream, this 
advertiser had asked for availabilities 

in a small group of national markets, with 
minutes and 20's to be set in prime-time 
periods, starting early this month for 
lengthy schedules. Jack Rothenberger 

is the timebuyer. 


COMMONWEALTH PRODUCTS 
(R. Jack Scott, Inc., Chicago) 


An item here Aug. 25, 1958, noted this 
maker of ALUMI-GLO and COPPER-GLO 
cleaning products had appointed a new 
agency and might be a bet for future 

tv action. Word is in that the products 





Agency Changes 


Stirring excitement on Madison Avenue 
at press time was the invitation sent out by 
the Pepsi-Cola Co. to a dozen major agencies 
asking them to submit solicitations for the 
account. Pepsi’s present agency, Kenyon & 
Eckhardt, Inc., was included among those 
invited, but it is expected the $15-17 million 
in billings will move elsewhere. 

Billing under $500,000, Chunky Chocolate 
Corp. moved from Grey Adv. Agency, Inc., 
to Doherty, Clifford, Steers & Shenfield, Inc. 
Products involved in the switch are Chunky, 
Bit-O-Honey and Old Nick candy bars, 
heavily advertised in spot tv. 

After a two-year relationship, B. T. Bab- 
bitt, Inc., moved out of Brown & Butcher, 
Inc., placing its account—which includes 
the Charles Antell line—at Geyer, Morey, 
Madden & Ballard, Inc. Billings are over 
$2 million. 

Brown & Butcher lost a second account 
of much less billing when Fawcett Publica- 
tions, Inc., moved True magazine advertis- 
ing to C, J. LaRoche & Co., Inc. Doyle Dane 
Bernbach, Inc., lost the publisher’s W oman’s 
Day to LaRoche also as Fawcett consoli- 
dated its magazines at one agency. 

On the west coast, Doyle Dane Bern- 
bach’s San Francisco office added the $4- 
million business of S & W Fine Foods, Inc., 
previously at Honig-Cooper & Harrington, 
Inc. 

Among other recent appointments were 
Myzon Laboratories to Henri, Hurst & Me- 
Donald, Chicago; Southwestern Life Insur- 
ance Co. to Tracy-Locke Co., Inc., Dallas; 


Sea Pak Corp., frozen sea-food processor, to 
Henderson Adv. Agency, Inc., Greenville, 
S. C., and Venice Maid Co., Italian-style 
food processor to Nemarow Adv. Agency, 
Inc., New York. 
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make their spot debuts at present in 
Philadelphia, Atlanta, Detroit, Wichita, 
Pittsburgh and Kansas City. Filmed 
minutes and announcements by local 
women’s personalities will run for 13 
weeks in a supplement to a_network- 
program buy. Stan Jack is the timebuyer. 


CONSOLIDATED CIGAR CO. 
(EWRE&R, New York) 

For its HARVESTER brand, this firm was 
negotiating for Ziv’s Home Run Derby 
in Chicago, Cincinnati, Green Bay, 
Milwaukee, Minneapolis, Rockford and 
Scranton-Wilkes-Barre. There might be 
slight changes, additions or deletions 
because of clearance problems, etc., before 
the half-hour filmed show is aired. Kick-off 
date on the half-sponsorship of the 26-week 
series is mid-April to coincide with the 
start of baseball. Dick Bunbury is the 
buying contact. 


CORN PRODUCTS Co. 
(Lennen & Newell, Inc., N. Y.) 


NIAGARA starch, a regular spot-user 
around this time of year, comes in again 
early next month in about 30 markets, 


mostly southern ones, with day and some 
non-prime minutes. The placements will 
run in seven-week flights until September, 
Bob Kutsche is the timebuyer. 


CORN PRODUCTS CO. 
(McCann-Erickson, Inc., N. Y.) 

At press time, some buying was still on 
for the spring push on NU-SOFT noted 
here Feb. 22. Top markets are getting 
about six weeks of daytime minutes and 
20’s with some schedules under way 

and others starting at issue date. Judy 
Bender is the timebuyer. 


COTY, INC. 

(BBDO, N. Y.) 

For its cosmetics line, COTY reportedly 
came into a group of top markets last 
week for a four-week push. Day and 
night minutes and ID’s run in frequencies 
of seven to 10 spots per week, similar 
to past schedules. Ed Koehler is the 
timebuyer. 


G. N. COUGHLAN 
(Riedl & Freede, Inc., Clifton, N. J.) 


Having wound up its winter-time place- 





DICK OLSEN has left Wm. Esty, 
New York, to join Doherty, Clifford, 
Steers & Shenfield as senior buyer on 





Wiedemann Brewing, Mum, Cutex 
and Borden, among others. He had 
been buyer on National Carbon at 
Esty. 


KEN TORGERSON has been 
promoted from associate media direc- 
tor to senior associate media director 
at Dancer-Fitzgerald-Sample, New 
York. 


FRANCES LINDH, formerly head 
of the tv-radio department at Batten, 
Barton, Durstine & Osborn, San Fran- 
cisco, has joined Garfield, Hoffman & 
Conner, that city, in the same ca- 
pacity. 


ABBOTT DAVIS, media supervisor 
of Colgate-Palmolive at Lennen & 
Newell, New York, has resigned to be 
media director at Fitzgerald Adver- 
tising in New Orleans. At LEN TOM 
McCABE, timebuyer on Lorillard, 
will succeed Mr. Davis. 





Personals 


ED KOEHLER, buyer on Bristol- 
Myers at BBDO, has picked up Coty, 
an account previously handled by BOB 
WILSON (See Personals, Feb. 22). 


WALTER REED, who was buyer on 
Lanvin and Hampden Harvard 
breweries at Cohen, Dowd & Aleshire, 
New York, has moved to Foote, Cone 
& Belding to be timebuyer on Rhein- 
gold, TWA and Angostura, the ac- 
counts previously serviced by NATE 


RIND (see Profile). 


JOHN STARRS, timebuyer at 
Diener & Dorskind, New York, has 
left to form his own agency, John 
Patrick Starrs Advertising. 


GIL SAVITSKY has joined the Bal- 
timore office of W. B. Doner as all- 
media buyer. He formerly held the 
same position on Playtex at Ted Bates, 


New York. 


CHARLOTTE CORBETT _ has 
joined Doyle Dane Bernbach, New 
York, as buyer on Dreyfus Fund and 





Thom McAn, the accounts previously 
handled by OTIS HUTCHINS (see 
Personals, Feb. 22). 
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ate Rind, timebuyer at Doyle 
York, 


notes that “though a trend has de- 


Dane Bernbach, New 
veloped toward the use of long tele- 
vision commercials, many stations 
make little attempt to increase their 
availability. Advertisers who feel 
they must use longer announcements 
are, if they can find any time at all, 
forced into low-rated, marginal 
times. 

“The independent stations that 
have recognized this need are at last 
finding themselves in good competi- 
tive positions. In addition, they are 
gaining the support and acceptance 
of advertisers who at one _ time 
thought of spot television solely in 
terms of ‘the network station.’ 

“Responsible management people 
at the network affiliates, however, 
have been remiss in their obligation 
to advertisers.” 


NATE RIND 





Mr. Rind (whose heavy tv ac- 
counts include West End Utica Club 
beer, 5-Day deodorant, Venus Para- 
dise coloring sets and Hubley toy 
guns) suggests that these stations 
“formulate some policy which would 
increase the availability of prime 
night 30- and 60-second announce- 
ments between sustaining programs. 

“T am aware that this is a sensitive 





area, but something positive can 
surely be done. For example, 30's 
can be made available at a compro- 
mise 20-second-plus-ID rate. It could 
be made pre-emptible only if both of 
the shorter spots were sold. Networks 
could perhaps relinquish an addi- 
tional 30 seconds between some pro- 
grams, making possible 60-second 
spot buys in prime time.” 

Long acclaimed for its strong 
print advertising, DDB has been par- 
ticipating more and more in tele- 
vision. “We are able,” Mr. Rind ex- 
plains, “to adapt our strong visual 
print approach and add to its impact 
through sound and movement.” 

But if the afhliate stations are “de- 
liberately sidestepping their responsi- 
bility,” he warns, “the damage caused 
could prove irreparable.” 

Mr. Rind is married and has one 
child. He spends his leisure hours 
selling used books through the mail 


and his summers fishing. 





WRGB IS TOPS 
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. WRGB... the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany... Schenectady... and Troy 
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THE 
SUNDAY 


WORKED 
OVERTIME 


for help reached Mayo 
Robert Wagner through 
WRCA-TV’s “Direct Line’ 
(Sundays, 10:30-11:00 a.m))}citin 
a program which providesin t 
New Yorkers with amp, 
opportunity to phone-in the 
questions directly to cividpy 
leaders and to top officials}, 


For Ellen,“Direct Line)pro 
proved to be a direct line 
to action. Mayor Wagner} 
acknowledged her plea on- 
the-air and promised to 
give the matter prompt 
attention at the conclusion 
of the program. He was a8 
good as his word. Deputies 
for the Commissioner of 
Health launched an imme 





jiate investigation. Ellen 
nd the 150 families who 
share her apartment build- 

ing now have plenty of heat 
)R nd hot water. And the 
sults generated by “Di- 

t Line” made front-page 

ews in New York papers 


injMind,” “The New York 
Times Youth Forum” and 


.m)iciting newspaper reading 
idejin the Monday editions. 


1 aNThese programs are fur- 
e-lllther examples of WRCA- 
civifTV leadership in America’s 


inumber one market, and 
ine proof that it is the most... 


| . DIRECT 


a LINE 
ol TO ACTION 


a WRCA-TV:4 | 
ne} NBC in New York & 














ments for CHIMNEY SWEEP, this firm 
is just starting schedules on its 

MR. SLICK, a lubricant for sticking 
doors; drawers, etc., which first used spot 
in the east last fall. Day and late-night 
minutes and ID’s are running in San 
Francisco and Portland, Ore., for four-to- 
six-week periods. Media director Tom 
Flanagan, assisted by Lorraine Schultz, 
is the contact. 


DICTOGRAPH PRODUCTS, 
INC., Acousticon Div. 


(Wexton Co., Inc., N. Y.) 


As noted here last Nov. 16, this account 
and its newly appointed agency intended 
to start with radio spot and later move 
into tv. A taped minute commercial has 
been produced and is being offered to 
local dealers to schedule on their own, 
with the time costs shared by the parent 
company on a 50-50 basis. The firm’s ad 
manager noted that on the basis of 
initial orders, and due to lower costs, 
secondary and lesser markets will probably 
run the majority of spot schedules. 
Account executive George Gilbert is the 
agency contact, but the local dealer must 
originate the plan. 


DOW CHEMICAL CO. 

(Norman, Craig & Kummel, Inc., 
ee 

The new transparent wrap recently placed 


at this agency by DOW is known as 


HANDIWRAP and should be entering 






“Ait Tae Beoe ex 
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ee | 


ee. cn de ee 
Se oe + 
tt letott St 


test markets at issue date. Filmed minutes 
and 20’s in a single or small group of 
probably midwestern markets will run for 
several months. Expansion won’t be 
considered until the test results are in. 
Inez Aimee is the buying contact. 


DRUG RESEARCH CORP. 
(KHCC&A, N. Y.) 


With MAN-TAN reportedly in more than 
50 markets and new ones being added 
continually, a sister product called 
POSI-TAN is currently being unveiled 
via print and radio schedules in southern 
areas. The combination suntan oil and 
tanning lotion will go on tv via the 
American Bandstand show next month, 
and will also use local spots if past 
procedures are followed. Beryl 
Seidenberg is the timebuyer. 


DUFFY-MOTT, INC. 

(SSC&B, N. Y.) 

At about the first of the month, MOTT’S 
apple juice and applesauce started spring 
schedules in approximately eight of its 
better markets, using light placements of 
20’s and minutes in evening and late-night 
periods. The campaign will run nine 
weeks. Steve Suren is the timebuyer. 


E. I. DU PONT DE NEMOURS 
& CO., INC. 

(N. W. Ayer & Son, Inc., Phila.) 
New activity on DU PONT’s paint line 


BONUS IDENTIFICATION .. . 
... the kind of musical commercials that 
people whistle, sing and remember . . . 
created for you by— 


Mili musical enterprises, inc. 
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59 EAST 54 STREET 


MURRAY HILL 86-3950 


NEW YORK 22, N.Y: 


Agency Activity 


James Shelby, formerly with McCann- 
Erickson, Inc., in Chicago, was named di- 
rector of the tv-radio department of Joseph 
Katz Co., New York. 

Paul A. 
grams in the New York office of Leo Burnett 


Louis, vice president for pro- 





MR. LOUIS 


Co., resigned to open a tv consultant office 
in Los Angeles. Mr. Louis, in broadcasting 
for 30 years with NBC and CBS as well as 
several agencies, will include the Burnett 
agency among his initial clients. 

Two additions to the Burnett production 
staff in New York found Walter Sachs ap- 
pointed a commercial supervisor and Robert 
F. LaChance named a commercial produc- 


> 


of 


ha 





MR. SACHS MR, LACHANCE 


tion supervisor. Mr. Sachs was formerly with 
Ogilvy, Benson & Mather as a senior pro- 
ducer, while Mr. LaChance has been in the 
Burnett Hollywood office since last August, 
joining the agency after serving Young & 
Rubicam, Inc., as a producer. 

James K. 
sociate director in the tv-radio department 
at Reach-McClinton & Co., Inc., New York. 


He joined the agency in 1957 as a tv-radio 


Graham was promoted to as- 


producer. 

Promotional Adv., Inc., Los Angeles, an- 
nounced the addition of a new tv-radio and 
motion-picture department headed by Bam 
Price. Mr. Price most recently was an in- 
dependent film producer. 
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Hellmann 
Madison Ave., New York, has just 


Marketing Services, 654 


been formed by Gordon A. Hellmann, 
formerly with TTC, TvB, CBS-TV, 
K&E and ABC-TV. The new firm 
will offer consultation and creative 
marketing services for clients in 
broadcasting and related fields. It will 
specialize in visual sales presentations, 
advertising copy, promotion bro- 
chures, public relations, merchandis- 
ing, broadcast research and annual re- 
Hellmann has had 16 
years’ experience in the field. He 
served as director of advertising and 
sales promotion for Transcontinent 


ports. Mr. 


Television Corp., as director of sales 
promotion for TvB; as director of 
sales presentations for the CBS Tele- 
vision network and in similar posts. 


was reported in the works, with schedules 
of minutes going in selected markets at 
the end of next month. The campaign 
should run about six weeks, although 
weather variations in different areas would 
influence start and finish dates. 

Jack Coverly-Smith is the timebuyer. 


EAGLE PENCIL CO. 
(Shaller-Rubin Co., Inc., N. Y.) 
While this firm recently began using 
Garroway’s Today show for a contest 
involving EAGLE pencils, its first spot 
activity is contemplated for May. 
Selected markets will receive filmed 
20-second commercials for a writing 
instrument called the STICKPEN. 
President and a/e Milton Shaller is 
the contact. 


FLAV-R-STRAWS OF THE 
WEST 

(Jere Bayard Adv., Inc., N. Y.) 
Having just added KKtv Pueblo, FLAV-R- 
STRAWS is now running 100 spots a 
week in its western markets. Other 
stations used include KtTLA Los Angeles, 
KRON-TV San Francisco, KTvU-TV Oakland, 
KONA-TV Honolulu, Kptv Portland and 
KIRO-TV Seattle-Tacoma. Minutes in kid 
programs are used, with additional markets 
to be set. President Jere Bayard is the 
contact. 


R. FRANWILL, INC. 


(Merkle, Randall & Bagot, 
Indianapolis ) 


Buying is reportedly on for PICK-A-POP, 
a device for making popsicle-type 
confections in home refrigerators, with 

13 weeks of minutes set in kid shows 

in midwest and eastern markets. Tests in 
Ohio and Indiana areas earlier evidently 
proved successful. Walter Bagot is the 
contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
Moving quickly, Instant MAXWELL 
HOUSE coffee kicked off a brief, three- 
week push early this month in about 75 
top markets. Prime-time 20’s and ID’s 
run as in past campaigns. Grace Porter- 
field is the timebuyer. 


Rep Report 


John B. Sias, tv vice president at Peters, 
Griffin, Woodward, Inc., 


representatives New York office to San 


moved from the 





i 
MR. SIAS 


Francisco, in a change described as a 
recognition of the growth of spot tv on the 
west coast. 

In Chicago, Jack B. Allen joined the sales 
staff of Young Tv Corp., having worked 
previously for ABC-TV and in sales and 
public-relations positions. 

Named manager of the Detroit office of 
George P. Hollingbery Co., Harry W. Bet- 
teridge resigned as vice president of Clark 





MR. BETTERIDGE 


& Bobertz, Inc., Detroit-Cleveland advertis- 
ing agency. He was formerly a radio sales 
representative as well as general sales man- 
ager of wwJ-Tv and wws Radio Detroit. 

H. D. “Bud” Neuwirth, formerly of John 
Blair & Co., joined the Metropolitan Broad- 
casting Corp. as assistant to John W. Kluge, 
president and chairman. 








Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 


Machinery 

Electric Power Companies 
Gas Companies 
Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 
Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $3 00 PER COPY 


Television Age 


444 Madison Ave., 
New York 22, N. Y. 
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.».OR IS THERE? 


science one more day to find a cure 


Leukemia now gives its young vic- 
tims only months of life. But there 
is hope for those with this form of 
cancer. That hope is research. 
Research has already extended 
the lives of many leukemia pa- 
tients by months and even years. 
Research alone can find a way to 
stop this cancer of the blood-form- 
ing tissues once it has mysteri- 
ously begun. And every day that 
a leukemia patient lives allows 
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—or even a new way to extend his 
life a little longer. 

Every year leukemia kills 2,000 
children and 10,000 adults, and 
the incidence is rising. Every year 
the American Cancer Society allo- 
cates more and more money to 
research specifically related to leu- 
kemia. Last year, it allotted nearly 
$1,000,000 to such research, out of 
a total research expenditure of 








Much more 
money is needed this year. The 


about $12,000,000. 


more you contribute, the faster 
research on leukemia and other 
forms of cancer will pro- 
gress. Guard your fam- 
ily! Fight cancer with a 
checkup and a check! 
Send your contribution 


to “Cancer,” in care of 


me GO) 
your local post office. 


AMERICAN CANCER SOCIETY 
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Presentations— 


WBC Educational 

Westinghouse Broadcasting Co. unveiled 
the latest of its educational programs at the 
Four Seasons in New York last week, The 
program, Lab 30, consists of 10 half-hour 
programs dealing with many advanced con- 
cepts of modern scientific research. The 
half hour which was previewed, The Deep- 
est Freeze, (about low-temperature phe- 
nomena) demonstrated that the producers 
have no intention of patronizing their audi- 
ence. It was uncompromisingly scientific, 
relieved, however, by the down-to-earth in- 
quiries of host Hugh Downs. 

Lab 30 will premiere on a sustaining 
basis on the five WBC television outlets 
(KpKa-Tv Pittsburgh; wsz-tv Boston; Kyw- 
tv Cleveland; wsyz-tv Baltimore, and KPrIx 
San Francisco) at the end of this month, 
and will be made available to commercial 
and educational stations across the country. 
The 10 half hours consist of demonstration 
conversations with scientists from the West- 
inghouse Research Laboratories. Lab 30 
was produced and directed by Ben Park. 


KSBW.TV Salinas 


A series of presentations was given 
earlier this month for New York agency 
people by KsBw-tv Salinas, Calif., at the 
Sheraton-East Hotel. 


tations 


Theme of the presen- 
around the remarkable 
growth of the area between Los Angeles 


revolved 


and San Francisco and the fact that this 
area is served exclusively by KSBW-TV, 
operating from two transmitters. 

Unique angle of the presentation was 
that statistical figures were minimized for 
the reason that the area’s growth in popu- 
lation and industry has been, and is con- 
tinuing to be, so phenomenal that numeri- 
cal statistics become obsolete almost as 
soon as they are compiled, according to 
the KSBW-TV presentation. 
general manager of 
KSBW-TV and its semi-satellite KsBY-Tv San 
Luis Obispo, is John C. Cohan. The sta- 
tions are represented by H-R_ Television, 
Inc., with Elisabeth M. Beckjorden net- 
work and personal representative. 


President and 


Trigg Vaughn 
Trigg Vaughn Stations — Kkrop-tv El 
Paso, KosA-tv Odessa-Midland and Kvil-Tv 
Amarillo—introduced a selected group of 


timebuyers and other executives to a 
sound-and-slide tour of their area. 

Voiced by Kosa-Tv Station Manager 
John Vacca, presentation pointed up: Sta- 
three of top four west- 
Paso, 300,700; Lub- 
bock, 175,000; Amarillo, 156,100, and 
Odessa-Midland, 140,060. Three of top 
four consumer-spendale-income-per-house- 
hold markets in Texas—Odessa-Midland, 


$7,349: El Paso, $6,629; Wichita Falls 


tions represent 
Texas markets—Fl 


$6,536, and Amarillo, $6,522. Top three 
Texas markets in net effective-buying-in- 


come projected growth 1959 to 1965— 


Odessa-Midland, up 66.5 per cent; El 
Paso, up 57.7 per cent, and Amarillo, up 
53.3 per cent. Three of top four Texas 
markets in retail-sales projected growth 
1959 to 1965—Odessa-Midland, up 618 
per cent; El Paso, up 563 per cent; 
Temple, up 45.8 per cent, and Amarillo, 
up 44.4 per cent. Three of top five Texas 
markets in population projected growth 
1959 to 1965—Odessa-Midland, up 45.2 
per cent; Amarillo, up 40.1 per cent; 
Lubbock, up 40.1 per cent; Corpus Christi, 
up 36.0 per cent, and El Paso, up 328 
per cent. All figures from Sales Manage- 
ment, except spendable income which is 
Standard Rate and Data estimate. 

Presentation continued with views of 
new industry and points of interest from 
the three markets. Company representa- 
tives on hand included Cecil Trigg, Jack 
Vaughn and George Collie. The stations 
are represented by the Bolling Co. 


WXYZ-TV Detroit 


Week-long “wall to wall” presentations 
showing the new wxyz-tv Detroit Broad- 
cast House were given for representatives 
of leading agencies recently in New York. 
Color transparencies and pre-taped narra- 
tion made the tour lifelike. The ABC-TV 
owned-and-operated station is represented 
by Blair Television. Ralph Dawson, wxyz- 
TV national sales manager, was host. 


ABC-TV Network 

ABC-TV’s “The Chemistry of Successful 
Selling” was presented to a capacity crowd 
of New York agency and advertising ex- 
ecutives in the Waldorf-Astoria ballroom. 
Colorful presentation traced the network’s 
seven-year growth “ABC-TV has 
passed one competitor and is neck-and- 
neck with the other.” 

Tracing growth from year to year with 
Nielsen multi-network area chart showing 
share of audience from 8 to 10:30 p.m., 
presentation claimed the network is now 
in first place on three nights of the week 
and second place on four nights. Nation- 
ally, as of January 1960, network claims 
delivery “during the 8-10:30 p.m. prime 
hours of 8,910,000 homes per average 
minute, as against 10,494,000 for CBS-TV 
and 8,707,000 for NBC-TV.” 

The network also says circulation has 
more than doubled since 1953 and is now 
up to 630 million home hours per week, 
which is divided between CBS-TV, 237 
million, or 37 per cent; NBC-TV, 199 
million, or 31 per cent, and 199 million, 
or 32 per cent, for ABC-TV. Geographic- 
ally, the network points te 132 stations 
covering 92 per cent of U.S. homes. 

More younger families in the ABC-TV 
nighttime audience are claimed, with 1.13 
adults per set, as against 1.09 for CBS 
and 1.05 for NBC among the 18-to-49 age 
group. 


until 











C-0-M-M-A-N-D-I-N-G 
L-E-A-D-E-R-S-H-I-P 
on all viewing fronts! 








WREX-TV continues to 
dominate Rockford and 
Area Viewing... 


© AT NIGHT 
45 of the Top 50 Shows... 


e@ IN THE DAYTIME 
All 20 of the Top 20 Shows 


@ TOP WESTERNS 
7 of the Top 8 Shows 


® TOP FAMILY SHOWS 
5 of the Top 5 Shows 


© TOP SPORTS, 
SYNDICATED FILM, 
MOVIES, 
PUBLIC SERVICE. 


*Source ARB Oct. 25 - Nov. 21, 1959 


IN FACT... All Day and 
All Night! . . . Every Hour 
of the Week is “Good 


Time” on... WREX-TY. 


J. M. BAISCH 
fice Pres.-Gen. Mgr 





Represented By 
H-R Television, inc 


channel 13 
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ATLANTA 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 








1. Whirlybirds (CBS) wse-tTv Wed 7 . 37.7 
2. Death Valley Days (U. S. Borax) 
WSB-TV Mon. 7 ......... wae ccnescoceeen 
3. Mackenzie’s Raiders (Ziv) wse-Tv Tue. 7 29.2 
4. Sea Hunt (Ziv) wsp-tv Fri. 7 25.9 
5. Lone Ranger (Lone Ranger Inc.) 
Wan-tv Fr. TF .nccccce iteee oumcane een 
6. Popeye (UAA) WSB-TV M-F 5 we vensemeee 
7. U. S. Marshal (NTA) waGa-rv Sat. 10:30 .20.9 
8. Our Gang (Interstate) wsp-Tv Wed. 6 ....20.5 
9. Huckleberry Hound (Screen Gems) 
De, SS  saeene de Caeneeee eos. 20.2 
10. Quick Draw McGraw (Screen Ge ) 
wan-ty Dun. © .ccedocecs ee 18.9 
11. Popeye* (UAA) wsp-Tv Sun. 3:15 .. - 16.7 
12. Not For Hire (CNP) waGa-tv Sat. 9 16.1 
13. Superman (Flamingo) wsp-Tv Mon. 6 - 15.6 
14. Manhunt (Screen Gems) wsp-Tv Thu. 7:30 .14.5 
38. Science Fiction Theatre (Ziv) 
Tg ee eee 11.5 
TOP FEATURE FILMS 
a. Armchair Playhouse* wsr-trv Sat. 5-6:30 ..18.9 
2. Armchair Playhouse* wse-Tv Sun. 1:30-3:15 .17.2 
3. Late Show wss-Tv Sat. 11-1 a.m. .. oe 8.1 
4. Action Playhouse waGa-Tv Sat. 1:30-4:30 7.9 
5. Late Show wsB-Tv Fri. 11:30-1 a.m ree 
5. Big Movie Special waGa-tv Wed. 7-8:30 7.6 
TOP NETWORK SHOWS 
1. Wagon Train WsB-TV cee ow oe 52.2 
2. The Real MeCoys wLw-a cae 39.6 
3. 77 Sunset Strip wiw-a ccewee 
3. Gunsmoke WAGA-TV . . 38.F 
4. Red Skelton* waGa-tTv ‘ 37.0 


}. The Price Is Right wse-tv 

6. Ernie Ford wsB-Tv 

7. Father Knows Best WaGa-Tv . 

7. Have Gun, Will Travel waca-Tv 

8. Laramie WSB-TV ..... 1.0 


NORFOLK 


3-Station Report 





(four-week ratings) 
TOP SYNDICATED FILMS 


1. U.S. Marshal (NTA) wTaR-TV Sat. 10:30 30.3 
2. Three Stooges (Screen Gems) wvec-Tv M-F 6 








5 
Death Valley Days* (U.S. Borax) 
WTAR-TV Tue. 7 ee . . . 26.4 
It’s a Great Life (Victory Program Sales) 
wvec-Tvy M-F 6:30 es - 21.8 
>. Huckleberry Hound (Screen Gems) 
WAVY-TV Thu. 5 é - 20.8 
6. Shotgun Slade (MCA) wavy-tTv Wed. 7 ..19.5 
7. This Man Dawson (Ziy) wrar-Tv Thu. 7 19.3 
8. Manhunt (Sereen Gems) wrar-tv Fri. 7 18.2 
9. Sea Hunt (Ziv) wrar-rv Wed. 7:30 .-18.0 
10. Bold Venture (Ziv) wrar-tTv Mon. 8:30 17.7 
11. Rescue 8 (Sereen Gems) wrar-tTv Wed. 8 ..17.5 
12. Popeye (UAA) wavy-tv M-F 5:30 ... oonece 
13. State Trooper (MCA) wavy-Tv Tue. 7 . - 16.9 
14. Roy Rogers (Roy Rogers Synd.) 
WTAR-TV Sat. 12:30 o6 15.7 
15. The Honeymooners (CBS) wrar-tv Thu. 7:30 14.7 
TOP FEATURE FILMS 
1. Best of MGM wtar-tv Sun. 1:30-3:30 --11.0 
2. MGM Matinee wrar-tv Wed. 5-6:30 .-10.9 
3. Shock Theatre wveo-Tv Fri. 11-12:30 a.m. .. 9.6 
4. MGM Matinee wrar-Tv Tue. 5-6:30 ...... 9.5 
5. Theatre 13 wvec-Tv Sat. 11-12:30 ...... - 9.0 
TOP NETWORK SHOWS 
1. Gunsmoke WTAR-TV ........ 
2. Perry Mason WTAR-TV ..... 








Have Gun, Will Travel wrar-Tv 
77 Sunset Strip wvpo-Tv 


ae oe 


Red Skelton WTAR-TV ........ 
Wanted—Dead or Alive WTAR-TV 
ae ee 


8. Wagon Train WAvyY-Tv 
9. Dobie Gillis wrar-tTv 
10. Mr. Lucky WTAR-TV ..... 


*Indicates programming changes “uring four-week 
period. Ratings fer one-week are given. 
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BOSTON 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 












1. Huckleberry Hound (Screen Gems) 
WNAO-TV Thu. 6:30 ..... eeeccccccccs 21.2 
2. Border Patrol (CBS waz-tv Wed. 7 ........20 
3. Mike Hammer (MCA) wNac-Tv Sat. 7 ....18.5 
4. Death Valley Days (U. 8S. Borax) 
WES-TV Fri. FT ccccccccccccccccscccces 17.4 
5. Brave Stallion (ITC) wrz-tTv Mon. 7 oe AT.2 
6. U. S. Marshal (NTA) wNac-Tv Sat. 10:30 .16.7 
7. Cannonball (ITC) wHupn-tTv Sat. 7 .. 16.4 
8. Quick Draw McGraw (Screen Gems) 
WRAGO-TV Maem. C230 .n.rccccrcccccceser 16.1 
9. Bozo the Clown (Jayark) WHDH-TV M-F 5 15.5 
10. Shotgun Slade (MCA) wsez-Tv Tue. 7 14.7 
11. Highway Patrol (Ziv) wrez-Tv Sat. 7 14.5 
12. State Trooper (MCA) wNac-Tv Thu. 7 14.4 
12. The Honeymooners (CBS) WNAC-TV 
Wm. TBO ..ccccwnecess Sa Sscececceses 14.4 
13. This Man Dawson (Ziv) wsz-Tv Thu. 7 ..13.9 
3. Roy Rogers (Roy Rogers Synd.) 
WHDH-Tv Sat. 6:30 .. ° rer -- 13.9 
TOP FEATURE FILMS 
1. Boston Movietime wez-tTv Wed. 5-6:45 15.1 
2. Boston Movietime wez-Tv Tue. 5-6:45 14.7 
3. Boston Movietime wez-tv Fri. 5-6:45 . 14.5 
4. Boston Movietime wez-tTv Thu. 5-6:45 13.5 
5. Boston Movietime wrez-Tv Mon. 5-6:45 12.6 
TOP NETWORK SHOWS 
1. Wagon Train WBZ-TV ........; Treur > 
2. Perry Mason WNAO-TV ..... ° eee S 
3. Gunsmoke WNAO-TV .... eocccccecce 33.9 
4. Bob Hope* wpaz-Tv -e . 2 
5. Father Knows Best WNAO-TV . cocecec Seed 
6. The Price Is Right wez-tv . e ° 33.0 
7. The Untouchables WHDH-TV .. Ren ceraae 31.6 
8. 77 Sunset Strip WHDH-TV .......... 0.0 
9. Adventures In Paradise wHpH-TV 28.5 
9. The Real McCoys WHDH-TV 28.5 
OMAHA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Death Valley Days (U.S. Borax) 
mtv Wed. 9:30 ....... osesceseseoes 27.7 
2. Shotgun Slade (MCA) wow-Tv Sat. 9:30 23.7 
3. U.S. Marshal* (NTA) wow-tv Fri. 7:30 21.3 
4. Huckleberry Hound (Screen Gems) 
KMTV Thu. 5:30 . ‘ errs | 
5. Whirlybirds (CBS) wow-tv Sat. 10:15 . 19.9 
6. Highway Patrol (Ziv) KEeTvy Mon. 6 19 
7. Coronado 9 (MCA) KMTV Thu. 9:30 2219.2 
8. Superman (Flamingo) KMTV Mon. 5:30 ..19.1 
9. Quick Draw McGraw (Screen Gems) 
KMTV Tue. 5:30 ... a Se ose 17.3 
10. Rescue 8 (Screen Gems) KETV Thu. 6 ....16.4 
11. Jeff’s Collie (ITC) KmTv Wed. 5:30 16.1 
12. Sheena of the Jungle* (ABC) 
Reey Del. C280 cddciecsvoswcces oscevesetb.0 
13. Bishop Sheen (NTA) wow-tTv Tue. 7 ..... 13. 
14. Brave Stallion (ITC) KETV Tue. 6 ose 13.1 
15. Roy Rogers (Roy Rogers Snyd.) 
Wwow-Tv Sat. 5 ..... ee. ecee eese 11.7 
15. Lock-up (Ziv) Kerv Thu. 6:30 mY 
TOP FEATURE FILMS 
1. Movie Masterpiece KeTv Sat. 9:45-11:30 ..20.5 
2. Movie Masterpiece KETV Fri. 9:45-11:45 ..19.8 
3. Movie Masterpiece KETV Sun. 9:45-11:45 ..19.0 
4. Movie Masterpiece KETV Thu. 9:45-11:30 ..16.6 
5. Movie Masterpiece KETV Tue. 9:45-11:30 ..16.4 
TOP NETWORK SHOWS 
BR, GD WONG écc cbaccavecentasecess 0 
S's eee 7 
3. Garry Moore wow-Tv 3 
4. This Is Your Life KmTv 1 
ee ne ©. inn 6s sd bwawnsbeneeen 5.7 
6. Red Skelton wow-Tv 6.3 
7. Cheyenne KETV ..... 3 
8. The Real McCoys KETV 32.4 
9. Father Knows Best wow-Tv 2 
10. Maverick KETV ....... 5 
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CHICAGO 


4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Sea Hunt (Ziv) wnpq Sun. 9:30 ........ 19.9 





. Huckleberry Hound (Screen Gems) 


WGN-TV Wed. 7:30 .......- eee ..17.8 
Superman (Flamingo) WGN S sscchecn 
Quick Draw McGraw (Screen 
WGN-TV Thu. 6 .cccccccccccccccceces 14.7 
Annie Oakley (CBS) wGon-tTv Wed. 6 -13.9 
Death Valley Days (U. S. Borax) 

WGN-TV Tue. 9:30 eecce 
Bugs Bunny (UAA) WGN-TV M-F 6:30 ....12.0 
This Is Alice (NTA) wGN-Tv Wed. 8 ....11.9 
San Francisco Beat (CBS) won-tTv Wed. 9 11.9 
Mike Hammer (MCA) WGN-Tv Thu. 9:30 ..11.9 
Championship Bowling (Schwimmer) 





WGN-TV Sun. 3 .... 9 OSS SO SSS DOCCCCS 11.5 
Sergeant Preston of the Yukon (ITC) 
WGN-TV Fri. 6 oecsweknee 


This Man Dawson (Ziv) WGN-TV Fri. 9:30 ..10.5 
Manhunt (Screen Gems) WGN-TV Wed. 9:30 106.2 
Rescue 8 (Screen Gems) WGN-TV Mon. 8:30 10.0 


TOP FEATURE FILMS 


Best of CBS wreM-tv Sat. 10-12:30 25.1 
Movie 5 wNBQ Sun. 10:15-11:45 ooccee lS. 
Evening Performance WBBM-TV 

Thu. 106:15-12 mid. . <osane o000215.0 
Evening Performance WBEBM-TV 

Bri, 10215-12215 a.m. ....cccccccccees 12.8 
Movietime, USA wBKB Fri, 10-11:30 .. 11.8 

TOP NETWORK SHOWS 

Danny Thomas WBBM-TV 42.7 
Red Skelton WBBM-TV 37.0 
Gunsmoke WEBBM-TV . ° ee - - 36.5 
Father Knows Best WBBM-TV 5.8 
Bob Hope* WNRBQ ..... . ‘ ° cs 34.7 


Wagon Train wNBQ 
77 Sunset Strip weKB 
Garry Moore WEBM-TV 
Ed Sullivan* WBBM-TV 
Jerry Lewis* WNBQ-TV 


PHILADELPHIA 


3-Station Report 





(four-week ratings) 


TOP SYNDICATED FILMS 














Popeye (UAA) WFIL-TV M-F 6 eeee 27.1 
Sea Hunt (Ziv) WCAU-Tv Sat. 7 . y 
Rescue 8 (Screen Gems) wrov-Tv Wed. 7 .26.1 
Cannonball* (ITC) wriL-Tv Sur 6 

rv Sun. 6:30 .2 

Borax 

Fri. 7 . 18.8 

Lock-up (Ziv wR 7 8.7 
Sheriff of Cochise Tv 
Sat. 6:30 .. stWendesewe -cnseesn tien 
Phil Silvers (CBS) wrov-tv Thu. 7 17.5 
Whirlybirds (CBS) woavu-tTv Sat. 6 17.4 
Bold Venture (Ziv) wrov-Tv Tue. 10:30 15.2 


West Point* 
Frontier Doctor (H-Ty) woavu-Tv Sat. 5:30 14.5 


Border Patrol (CBS) writ-Tv Sat. 7 .. -- 14.5 


(Economee) WFIL-Tv Sat. 6:30 14 


TOP FEATURE FILMS 


Early Show wWcCavu-Tv Mon. 5:30-7 16.3 
Early Show wcavu-Tv Wed. 5:30-7 . 2 .15.8 
12.7 





Early Show wWoavu-Tv Tue. 5:30-7 
zarly Show woau-Tv Thu. 5:3 


Early Show wcavu-Tv Fri. 5:36-7 





TOP NETWORK SHOWS 


Wagon Train WROV-TV 


77 


Sunset Strip WFIL-TV 
The Untouchables WFIL-TV 
Cheyenne WFIL-TV oe 
The Real McCoys WFIL-TV 

Gunsmoke WCAU-TV 





Hawaiian Eye WFIL-TV 36.5 


The Detectives WFIL-TV ererrrite ys... 
The Rifleman WFIL-TV ..... onacece deena 
Perry Mason WCAU-TV .... ance baceeeen 





eo & 


, 
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ARB City-by-City Ratings January-February 1959 
. ; Www, 'o 
LOS ANGELES MINNEAPOLIS-ST. PAUL NEW ORLEANS 
7-Station Report 4-Station Report 3-Station Report 
(four-week ratings) (four-week ratings) ‘ (four-week ratings) 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
setae . - - 1. Huckleberry Hound (Screen Gems) a 
19.9 1, Lock-up (Ziv) KABO-TV Sat. 7 ..........19.8 WOOD OR Bes, GIS co cecdcc cauvenscdees 23.2 > rma . - Lane TV Tee 9:30 29.1 
5 oe 2 der Patro ‘ -Tv Sat. 9:30 as 
2. Rescue 8 (Screen Gems) KROA Tue. 7 ...18.3 2. Death Valley Days (U. S. Borax) 4 ewig _* . mea whee a , ; — 
17.8 3. Death Valley Days (U. S. Borax) KRCA Wooo-Tv Sat. 9:30 ........ peeves 14s O88 re ieee pee. Seat wee Wore: Siem 
15.1 -s : : 78 3. Sea Hunt (Ziv) wTrcn-tTv Thu. 9:30 ......19.6 Sea Hunt (Ziv) wosu-Tv Tue. 9:30 ..... 24.0 
The. F n.ncccccccsccccccescs eoscccecs --17.8 5. P v et a 
4. Huckleberry Hound (Screen Gems) 4. Border Patrol (CBS) KsTP-Tv Thu. 9:30 .18.3 ‘ ae ‘ end bec mas 3:80 ban 
14,7 amey Gee. 8 .cccépee ah Sekt og ME eee = 14.5 5. Roy Rogers (Roy Rogers Synd.) bg ey ® (MCA) wpsvu-Tv Tue. 10 22.2 
13.9 5. Manhunt (Screen Gems) KRCA Mon. 7 ....13.7 WOCO-TV Sat. I] Om. ...--+eeeeeeseees 16.7 he ed — paapeiaae Orr) ase 
6. Quick Draw McGraw (Screen Gems) - Bozo the Clown (Jayark) woco-Tv asians Meni, ‘ et Bh seca eo oy su.8 
12.4 ae itn 9. : 24 ere. te 12.4 oA ay Pa ..16.6 = : 8. Marshal (NTA) WwDsU av Wel 10 ....20.2 
12.0 7. Sea Hunt (Ziv) noa Fri. 10:30 ........ 11.9 7. Popeye (UAA) woco-rv M-F 5:30 ........ 16.1 Manhunt (Screen pags aae-er Mon. 10 19.4 
11.9 8. Four Just Men (ITC) KRoa Wed. 7 ...... 11.2 8. Annie Oakley (CBS) KsTP-Tv Sat. 5:30 ..14.5 10. — SD CN) WUL-Se BY, 7:00 2.20. - 000A S 
11.9 9. Mr. Adams and Eve (CBS) 9. Quick Draw McGraw (Screen Gems) a Shotgun Slade os A) WDSU-TV Thu 10 is 5 
11.9 ile Mak? BUR. ee ee 10.8 ee OS eee eee 14.1 12. This Man Dawson* (Ziv) wosu-tv Fri. 10 ..17.6 
obi . ‘ . ~ 7 2 Yo »* (Fi " — 3 © 
10. Mike Hammer (MCA) KRCA Tue. 10:30 ....10.0 10. Whirlybirds* (CBS) wron-tTv Sun. 9:30 ..14.0 13. Bold Venture® (Ziv) wosu-tv Fri. 10:30 ..11.6 
11.5 11. Popeye (UAA) KTLA M-F 5:80 ........ - 9.9 11. Lock-up (Ziv) KSTP-TV Wed. 9:30 ...... 13.8 13. Huckleberry Hound (Screen Gems) 
12. Wanderlust (Burrud) Kcorp Tue. 7:30 9.2 12. Grand Jury (NTA) wooo-rv Tue. 7 ....13.2 waeu-ev Zhe. § ...... —— soceeeelTS 
11.2 12. Not For Hire (CNP) KaBo-Tv Wed. 10 92 13. Superman (Flamingo) woco-rv Thu. 5 ....12.9 14 wud Rogers (Roy Rogers Synd.) : 
10.5 13. Divorce Court (KTTV) KTTv Thu. 8 8.9 14. Mr. District Attorney (Economee) Waaw-se Wil. | oc ciscssvvec sates --17.1 
10.2 14. Bozo the Clown (Jayark) KTLA M-F 6 8.4 pple Wed 10:30 Ceeesececeveccece -+11.4 . cS al ; 
10.0 14. Coronado 9 (MCA) KRCA Sat 7 ...... . 8.4 15. Jeff's Collie (ITC) wron-tv Thu. 6 ......10.9 TOP FEATURE FILMS 
TOP FEATURE FILMS oe 
TOP FEATURE FILMS = : 3 “2 Sat. 10:15-12:45 am. .......... cnccnn ll 
1. Hollywood Matinee KmMsp-Tv Sun. 4-5:30 .. 8.9 2. Roy Rogers Feature wpsv-Tv 
1. Fabulous 52 KNXT Sat. 11-1:30 a.m. ....14.8 2. Big Movie KmMsP-Tv Fri. 10-11:45 ........ 7.0 Sat. 7:30-8:30 a.m 16.2 
2. Early Show KNXT Sat. 6-7:30 ...... saceee 7.9 3. Early Movie KMsP-TV Sun. 2:30-4 ........ 6.4 $. Hellyweed Premicte wnev-rv st 
3. Early Show KNXT Fri. 5:30-7 .......+.-- 6.1 4. Movie Spectacular WTCN-TV Sun. 10:15-12:30 a.m. . 10.2 
15.0 4. Early Show KNXT Thu. 5:30-7 .........- 5.9 eR. BOSBO-ES GEE. ccccccvccccceesesves 6.3 4. House of Shock® wwL-Tv 
4. Early Show KNXT Mon. 5:30-7 ........-- 5.9 5. Movie Spectacular WTCN-TV Sat. 10:30-12:30 a.m 8.6 
: 8 4 3 : . 39 94 nbnensied - 
12.8 un. 10:30-12 mid. ........++0+++5- ++ 6.1 5. Award Theatre’ wwi-tTv Sun. 12-1:30 .... 8.5 
satis TOP NETWORK SHOWS TOP IE 7, Ss 1S 
: TWORK SHOW: TOP NETWORK SHOWS 
1. Gunsmoke KNXT ......-e0e055- 5 . Red Skelton wceco-tv 8 . . 
2. Perry Mason KNXT eo 1 2. Garry Moore wcco-Tv 7 1, Wagon Train wpsu-Tv ...... : ~ ' . 
12.7 S Bab Mepe® GRO cccicesewscs 4 3. Wagon Train KsTP-TV 2 2. Bob Hope* wpsu-Tv ... : «00 e45.7 
7.0 4, Wagon Train EROA 1... eee eee eee eee se 38.2 4. Bob Hope* KsTP-TV 5 3. Gunsmoke WWI-TV ..........0-+s+ 2.1 
6.5 5. 77 Sunset Strip KABO-TV .....6--+-e005 37.6 5. Lassie wOco-TV Z 0 4. Father Knows Best wwL-TV ....... 2 
5.8 6. Welk’s Dancing Party KABO-Tv ..... ~+ 35.4 6. Danny Thomas wcco-Tv 3 5. Bat Masterson wpsu-TVv :.9 
4.7 7. Have Gun, Will Travel KNXT ..........+- 34.0 7. Father Knows Best wcco-Tv 3 6. Danny Thomas wwL-Tv 4 
2.6 8. Markham* KNXT ...seeeseeeeerceres - -33.3 8. Gunsmoke WCCO-TV ...........--+5- 0 7. The Price Is Right* wosv-Tv 2 
12.9 9. Father Knows Best KNXT .......62-00005> 30.2 9. Ed Sullivan* wceoo-Tv ......... 5 8. Jerry Lewis* wpsvu-Tv : 3 
1 10. Maverick KABO-TV ....--+eeeeeeeeeeeees 29.8 10. Ann Sothern WCCO-TV .............-. 1 9. Loretta Young Presents wpsv-Tv ‘ 34.2 
0 10. Ed Sullivan* wWWL-TV ...... ° . -33.1 
Ne ~ ° ale 
5-Station Report WICHITA 
4-Station Report (four-week ratings) 3-Station Report 
Cieuusii: siieass TOP SYNDICATED FILMS Pte as Bp ae 
1. Huckleberry Hound (Screen Gems) es 
TOP SYNDICATED FILMS Se we et eee pee .30.7 TOP SYNDICATED FILMS 
X * = @ 2. Rescue 8 (Screen Gems) KING-TV Thu. 7 ..29.9 
1. Sea Hunt (Ziv) KRON-TV Tue. 7 ........ 27.5 cian ene aon hese aa a “ Pe > ar ip 1. Sea Hunt (Ziv) KAKE-Tv Thu. 6:30 . 30.0 
2. San Francisco Beat (CBS) Kprx Sat. 7 ...24.7 : gp acai tele ie soar —) 2. Death Valley Days (U. S. Borax) 
3. Divorce Court (KTTV) KRON-TV Sat. 6 ..22.6 . scams — epee 7. 6:30 25.4 KAKE-TV Thu. 9:30 ........ 28.6 
sie 4. ‘Meubent (Seren Gems) Rbow-tv Tee. 6:80 «17.8 % alas ti ¢ Phe naetes 23.4 3. Huckleberry Hound (Screen Gems) 
59 5 euaeton s dinioa’ MO- BUR. 6 scccccenveccecce covcceeSSs ee ‘ . nie 
“r a ee a eee ar 6. Whirlybirds (CBS) KoMo-Tv Fri. 7 ........ 23.2 Eaketv The. 6 ....... “< 36.1 
, BG, GSSU we ccccececcerreseccecs so - > ' ‘ 1s 4. Mike Hammer (MCA) KAKe-TV Tue. 9:30 .22.7 
7. Dea alley Da 8. Bora 
5.4 6. Lock-up (Ziv) KRON-TV Thu. 7 .......... 14.3 wr beg he ms (U.8. Borax) ae 5. U. S. Marshal (NTA) KTVH ‘Sat. 9:30 21.9 
1.4 7. The Honey ers (CBS) KRON-TV Me . Pa ed tects bake aetna “com . ick Drs _ Seneemn Gomes 
al ee ) ae 8. The Vikings (UA-Ty) Komo-Tv Tue. 7 ....21.0 6. Quick nang ye (Screen Gems) 
. <page? See". SVSRNVLOS SOE DES - , Zi . . 4 5.9 6 KAKE-TV OM. B ncccccces . --21.2 
9. Bol e » (Z a y od. 30 ..20. 
8. Death Valley Days (U. S. Borax) a er Prag Bm A cept Hage as ° 9 7. Coronado 9 (MCA) KAKE-TV Sat. 9:30 ..19.7 
> = rackdo S 4s -TV " sd eses . = 
8.8 KPIX Sat. 10:30 ....0.eeeeeeceeeeenees 13.8 11. Danger Is My Business* (CNP) 8. Whirlybirds (CBS) Karp-Tv Sun. 9:30 -+19.0 
8.7 9. Quick Draw McGraw (Screen Gems) ‘eames Wed me . 19.7 9. Grand Jury (NTA) KAKE-TV Mon. 9:30 ..17.2 
KTVU Thu. 6:30 ....+seeeeeeeeeeeeeees 13.6 12 act oe i aan eee eee oe 10. Badge 714 (CNP) KaRpP-Tv Sat. 10:15 ....17.0 
9. Jeff’s Collie (ITC) KTvu Fri. 6:30 ...... 13.6 ere oi we Bi ctiony ms 19.4 10. San Francisco Beat* Karp-Tv Sun. 10:15 ..17.0 
10. You Asked For It (Crosby/Brown) = iy se che, Speed noth tale iat adic: " Science Fic’ »* 7 
KTVU ilies - : cas isis 8 13. Quick Draw McGraw (Screen Gems) a1. Senos ye gh cr arty oes? 16.7 
o © aaceenereceeceeecesecs “6 . KAKB-Tv Wod. 6 .......++++-5. ees -16.7 
“4 SENG-TV Tue. 6 ..cccccccvccccccscccece Dee ee ee ee eee ce 
11. Popeye (UAA) KRON-TV M-F 5 6 = g* : _ ‘holies (ABC 12. Superman (Flamingo) KAKBE-TV Wed. 5 16.2 
12. Rescue 8 (Screen Gems) KRON-TV Wed. 6:30 12.2 14. The — 8 ¢ —, ( ) 2. Little Rascals (Interstate) KAKE-TV 
13. Cannenball (ITC) KTvu Mon. 7 ........ 11.9 2 —— Thu. ig 4 ee e ae tee eeeeeee 18.8 Sat. 12 n , 16.2 
en Pi peee = (ie “ae 4 F Sew ee ‘ : son 
14. Science In Action (Coronet) KRON-TV Mon. 7 11.8 a5. ‘Caste Sengee ems Comoe See : 13. Shotgun Slade (MCA) KaRD-TV Thu. 9:30 ..16.1 
KOMO-TV Mon. 7 ...2.--eeeeeeeces oceeekS.F 
~ P FEATURE FILMS 
TOP FEATURE FILMS TOP FEATURE FILMS TO U 
5.3 . . by i 1. Royal Theatre KING-TV Sat. 5-6:30 ...... 8.9 1. Gold Award Theatre KAKE-TV 
1. Fabulous Features KPIX Sun. 5:30-7 ...... 18.7 - iy eg ae * . e.a8 
5.8 2. Early Show KPIX Thu. 5:30-7 10.2 2. Major Studio Preview* KoMO-TV Sat. 10:30-12:45 a.m. ...... Pre .-14.8 
2.7 2 aera tan 3 nk gh oe aaa sal asee “ Sat. 11-12:45 a.m. ........ Phakidevesua, won 2. Gold Award Theatre KAKB-TV Sun. 1-3 ...12.0 
ee 3. Marly Show EPtx Sat. 5:30-7 ....ccccccss 9.3 4 e Mi zh . ae 2 See ° a 
2S 4. Early Show KPIx Wed. 5:30-7 7 3. Sunday Matinee Komo-Tv Sun. 1:30-3 .... 6.8 3. Nightwatch KAKE-TV Fri. 10:30-12:30 a.m. .11.8 
21 “4 M a Hits caine tee Sat 1 . 30 oe wok i : 4. Big 7 Movie Krro-Tv Sat. 10:30-12:30 a.m. 5.5 4. Daywatch KAKE-Tv Sat. 1-2:30 .. er 
eee eee ae ee 5. All Star Movie KTNT-TV Fri. 10-11:45 .... 4.8 5. Late Date* KTVH Sat. 11-12:15 a.m 10.2 
TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 
; 3 ee RR Beyer res ee rere 0 1, Cheyenne KOMO-TV ....eeeeseseeceeeees 4A l The Real McCoys KAKE-TV ..... 54.0 
ae: 2. Wagon Train KRON-TV 5 2. Wagon Traim KING-TV ...ccccccccccccece 44.5 2. Wagon Train KARD-TV ........ 46.9 
¥ 3. 77 Sunset Strip KGO-TV .. 1 3. 77 Sunset Strip KOMO-TV ........ eeeeees 43.9 3. The Rifleman KAKBE-TV . A 43.1 
9.2 4. Gunsmoke KPIX ....... 6 4. Maverick KOMO-TV ......cccceses eocceed81 4. Maverick KAKE-TV ........... 11.7 
+ 5. Maverick KGO-TV ............ 5 5. The Real McCoys KOMO-TV ........--+++- 38.7 5. Gunsmoke KTVH ........ pai 41.6 
6 ee fe Ber eS ee eS R 6. Hawaiian Eye KOMO-TV ....ccceccccesscves 33.3 6. Lawman KAKE-TV . SE EE 38.6 
5 7. Have Gun, Will Travel KPIX ............ 31.0 7. Adventures In Paradise KOMO-TV: ,........33.0 7. 77 Sunset Strip KAKE-TV 
5 8. Father Knows Best KPIX .......... setacontee 8. Bob Hope* KING-TV : : -31.4 8. This Is Your Life KARD-TV 
1.9 9. Bat Masterson KRON-TV ...........cece8 28.3 9. Bourbon Street Beat KOMO-TV ........+++6+ 31.0 9. Donna Reed KAKE-TV ........ 
3.2 10. Laramie KRON-TV ........ a rl aia ki Rare 27.3 10. Wyatt Earp KOMO-TV .....ccccsccccsccces 30.7 10. Ernie Ford KARD-TV 
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ASK 


THE 
MAN WHO 
LIVES 
HERE 


A genuine and active interest in 
serving its audience, its industry 
and its clients has made Portland 

s KOIN-TV one of the 


n's truly influential advertis- 


‘tra performance in community 

>, such as the programming 

of hard-hitting station-filmed 
documentaries on such contro- 
versial local problems as air pol- 
TiilelaMelloMteliliichilolaMmalelMul-il elt) 
to earn the friendly confidence of 
its audience confidence which 
brings response and results for 
KOIN-TV advertisers. Backed by 
the combination of widest area 
coverage* and highest audience 
ratings, this makes KOIN-TV one 
of the nations’ outstanding ad- 


vertising media 





PORTLAND CHANNEL 6 





One of the Nation's Great Influence Stations, 
Re presented Nationally by CBS-TV S pot Sales 
*7 of every 10 homes in Portland and 32 surround- 


ing Oregon and Washington counties (Nielsen— 
NCS No. 3). 





Pointing out the area covered by KsBw-Tv Salinas, Calif., at a station presenta- 


tion for New York agency people recently is Elisabeth M. Beckjorden, network 


and personal representative for the station, which is represented nationally by 
H-R Television, Inc. The interested onlookers are (l. to r.) Don Severn, of 
Ted Bates & Co.; Paul Reardon, of Bates; John C. Cohan, president and 
general manager of KSBW-TV; Russ Harris, advertising manager of American 
Chicle, and John Van Heusen, also of Bates. 


GLAMUR PRODUCTS, INC. 
(Riedl & Freede, Inc., Clifton, N. J.) 


This account returns to tv with 13 weeks 
of filmed minutes to start at issue date 
in the once-weekly Play of the Week 
series in Los Angeles, along with six 
weeks of daytime live minutes in women’s 
personality shows on KING-Tv Seattle and 
KOIN-TV Spokane. The company reportedly 
is very interested in NTA’s Play series 
and may participate in other markets 
where the show is set if EASY GLAMUR 
distribution is good. Media director Tom 
Flanagan and assistant Lorraine Schultz 
are the buying contacts. 


B. F. GOODRICH CO. 

(Foote, Cone & Belding, Inc., 
Chicago) 

Having used spot in past springs to 
suppement its network buy of Mickey 
Mouse Club, a spokesman for P-F CANVAS 
SHOES noted that similar policy would 
be followed now that the footwear is using 
American Bandstand. Look tor filmed 
minutes in kid and juvenile programming 
to run April-May-June in a large group 

of top markets, with frequencies fairly 
light. Genevieve Lemper is broadcast buyer. 


KENNER PRODUCTS CO. 


(Leonard M. Sive & Associates, Inc., 
Cincinnati) 


This toymaker announced at the recent 
toy fair that its tv budget for 1960 would 
be double what it spent last year—about 
$250,000. During the first two months 

of the year, six markets ran test schedules 
on SPARKLE PAINTS and PRESTO 
PAINTS, with highly successful results. 


These items will be seen next fall in a 
nationwide campaign, with the market list 
for GIRDER & PANEL and BRIDGE & 
TURNPIKE building sets also expanded 
over the 11 used last pre-Christmas 
season. Filmed minutes run in 
children’s programs. President Leonard 
Sive is the contact. 


KNOMARK MFG. CO. 


(Mogul Williams & Saylor, Inc., 
Naess 

A large group of major markets began 
schedules early this month on ESQUIRE 
boot polish, with strong frequencies of 
non-prime night minutes running into the 
summer. Ed Tashjian is the timebuyer. 


LANDERS, FRARY & CLARK 
(Grant Adv., Inc., N. Y.) 

This maker of UNIVERSAL coffee-matics 
and other small appliances has confined 

its spot activity to pre-Christmas periods 
in recent years, but it changed agencies 
a while back and currently is using tv in 
local campaigns. Some seven markets 
started 13 weeks of prime-time 20’s early 
this month, with the possibility of additions 
and extensions depending on initial 
results. Announcements are on tape. 
Tom Ellis is the timebuyer. (A curtailment 
of some schedules was reported at 

press time.) 


LANVIN PARFUMS, INC. 


(Cohen, Dowd & Aleshire, Inc., 
N. Y.) 

There should be major spot activity 
coming up on ARPEGE and MY SIN 


perfume near the end of next month in 
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preparation for Mother’s Day May 8. 
Meanwhile, infrequent schedules of 
nighttime ID’s are set in top markets for 
brief periods. Account executive Les 
Blumenthal is handling the buys during 
the off-season time. 


LINCOLN FOODS, INC. 

(S. E. Zubrow Co., Phila.) 

Handling the middle-Atlantic-states market 
area of this account, the agency will 

kick off a spring drive for LINCOLN 

fruit juice drink decanters. Spot tv will be 
used only in New York, according to 
initial plans—the first time the No. 1 
market has been used. (New England 
markets are the usual targets—see Feb. 8 
Spot Report.) Heavy schedules of 20’s and 
ID's will run in April-May. Media director 
Don McCarty is the contact. 


Buyer’s Check List— 


Station Changes 


KBES-TV Medford, Ore., is no longer an 
affiliate of NBC-TV. It will continue to 
carry ABC-TV and NBC-TV programs. 


KDsJ Lead-Deadwood, S.D., started tele- 
casting as a satellite of KRsD-tv Rapid 
City, S.D., on Jan. 22. No charge is made 
for the satellite. 


KELO-Tv Sioux Falls is no longer an 
affiliate of NBC-TV. It will continue to 
carry ABC-TV and CBS-TV programs. 


KFBB-TV Great Falls, Mont., is no longer 
an affiliate of NBC-TV. It will continue 
to carry ABC-TV and CBS-TV programs. 

KFVS-TV Girardeau, channel 12, 
has extended the target date for comple- 
tion of its new 1,700-foot tower to June 1. 
The to be the tallest man- 
made structure in the world, was to have 


Cape 


tower, said 


been completed this month. 


KGHL-TV Billings, Mont., March 1 be- 
came affiliated with NBC-TV as an inter- 
connected station telecasting off-the-air 
pick-up from KTLE Pocatello, Idaho, and 
KcPx-Tv Salt Lake City. It will be a PEP 
station with the network. 


Kip-TV Idaho Falls has terminated its 
affiliation with NBC-TV. Station continues 
to carry ABC-TV and CBS-TV programs. 
Coverage for NBC-TV in the area is being 
provided by KTLE Pocatello. 


KLIX-Tv Twin Falls, Idaho, is no longer 
an affiliate of NBC-TV. It will continue to 
carry ABC-TV and CBS-TV programs. 


KXLF-TV Butte, channel 4, has become an 
afhliate of CBS-TV, effective March 1. The 


Station was listed in the “also available” 


group. 


NATIONAL CARBON CO. 


(Wm. Esty & Co., Inc., N.Y.) 


Introduced last year about this time 
through tv spot, PRESTONE car polish 
returns next week to a group of major 
markets, with filmed minutes set in 
nighttime slots for about six weeks. 
Jack Nugent is the timebuyer. 


NATIONWIDE TRAILER 
RENTAL SYSTEM, INC. 
(Noble-Dury & Associates, Inc., 
Nashville ) 

While definite media plans are not 
complete for this agency’s newly-won 
account, it’s reported that tests of tv spot 
in several different geographic locations 
have been projected. The company, which 
rents trailers and vans for do-it-yourself 


wcsi-tv Columbus, Miss., is no longer an 
affiliate of NBC-TV. It will continue to 
carry ABC-TV and CBS-TV programs. 


wisE-Tv Asheville, N.C., is no longer an 
affiliate of NBC-TV. Station continues as 
an affiliate of CBS-TV. 


wJim-tv Lansing, effective April 1, will 
no longer carry NBC-TV programs. Sta- 
tion is a basic CBS-TV affiliate and also 
carries some ABC-TV pregrams. WILX-TV 
Lansing-Onondaga is NBC-TV’s basic affili- 
ate in that area. 


wksT LaCrosse is no longer an affiliate 
of NBC-TV. It will continue to carry ABC- 
TV and CBS-TV programs. 


wMAz-Tv Macon is no longer an affiliate 
of NBC-TV. It will continue to carry ABC- 
TV and CBS-TV programs. 


wsAu-tv Wausau, Wisc., is no longer an 
affiliate of NBC-TV. It will continue to 
carry ABC-TV and CBS-TV programs. 


WTOK-Tv Meridian, Miss., is no longer 
an affiliate of NBC-TV. It will continue to 
carry ABC-TV and CBS-TV programs. 


Network Rate Increases 


ABC-TV: 
KoMu-tv Columbia, from $275 to $325, 
March 1. 


Kswo-tv Lawton, Okla.-Wichita Falls, 
Tex., from $150 to $250. 


CBS-TV 
woso-Tv Orlando, from $525 to $575, 
March 15. 


wstv-TvV Steubenville-Wheeling, from 


$500 to $550, March 15. 








moving, has 1,500 operators throughout 
the country. Media director Mrs. Jane 
Dowden is the contact. 


NOXZEMA CHEMICAL CORP. 
(DCS&S, New York) 


In a campaign similar to that set last 
spring, NOXZEMA shaving cream will 
have just wound up its buying at issue 
date for new schedules in about 25 
markets. Minutes in nighttime spots and 
in syndicated or local news/sports shows 
will run for 15 weeks to reach a male 
audience. Stu Eckart is the timebuyer. 


PROCTER & GAMBLE CO. 
(Grey Adv. Agency, N. Y.) 

P&G has set its new IVORY SHAMPOO 
at this agency and currently is running a 
test campaign of several months’ duration 
on weny-tv Carthage-Watertown, New 
York. Expansion from the single market 
will depend on results, with no immediate 
plans. Dot Houghey is the timebuyer. 


READER’S DIGEST 
(J. Walter Thompson Co., N. Y.) 


As it did last month, the circulation 
division of this publication will hit 83 
markets with strong schedules of 
nighttime ID’s to push newsstand and 
supermarket sales on the April issue. 
The placements of about 12 spots per 
market, to run the last week of March, 
will be followed with a similar push in 
late April for the May issue. Mario 
Kircher and Joan Ashley are the 
buying contacts. 


ROBERT HALL CLOTHES, 
INC, 

(Arkwright Adv., N. Y.) 

Rolling on like “Ol’ Man River,” 
ROBERT HALL got its spring campaign 
under way at press time in about 160 
markets, having added a few new ones. 
Primarily night minutes and ID’s with a 
sprinkling of daytime spots, run strong 
until Easter, then on reduced schedules 
into June. After a summer pullback, the 
company returns at the end of August for 
the back-to-school and fall promotions. 
Media director Jim Hackett is the contact. 








STATION NETWORK 


and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 

KROC-TV, Rochester, Minn. 

KSBW-TV, Salinas, Calif. 

WIMA-TV, Lima, Ohio 

WPEBN.-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
PLaza 5-4262 
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SEABROOK FARMS, INC. 
(Smith/Greenland Co., N. Y.) 


For its line of frozen foods, this firm 
just started very heavy schedules of prime 
night 20’s along with day and non-prime 
minutes and 20’s in New York, Los 
Angeles, Chicago and Philadelphia. The 
placements will run about 10 weeks. 
Other markets will be hit infrequently 
with lesser schedules during spring. 
Media director Les Towne is the buying 
contact. 





BBDO Overseas 


After nearly 70 
years as a U.S. (and Canada) 
advertising agency, Batten, Bar- 
ton, Durstine & Osborn, Inc., 
moved into the international 
field by acquiring Dolan, 
Ducker, Whitcombe & Stewart, 
Ltd., headquartered in London 
and with offices in Geneva, Paris 


and Frankfurt. The 


operating 


foreign 
known as 


operation will be 
BBDO International. 


Serving as president of the 





MR. BROWER (L.) MR. DOLAN 


Patrick 


Dolan, who founded his agency 


new organization is 


in 1952 and built it into a major 
London company, with billings 
of $8 million in 1959. About 30 
per cent of the total went into 
England’s system of spot-an- 
nouncement television. 

Among accounts handled by 
BBDO International will be 
Unilever, the Nestle Co., TWA, 
Chrysler International, Scripto 
Pens and Chesebrough-Pond’s. 

Charles H. Brower, president 
of BBDO, becomes chairman of 
the international organization. 
He announced that the acquisi- 
tion followed two years of 
negotiation and was made as 
part of the agency’s attempt to 
match the movement of Ameri- 


can business abroad. 















At Kenyon & Eckhardt, Inc., New 
York, Ed Kobza is broadcast buyer 
on A.S.R., Shell and Canadian Pacific, 


among others. 


STUDEBAKER-PACKARD 
CORP. 

(D’Arcy Adv. Co., Inc., N. Y.) 

In an effort to outsell the other compact- 
car makers, STUDEBAKER set spot 
placements of nighttime minutes and 20’s 
in the company’s top 65 markets to begin 
early this month and to continue six to 
10 weeks. The schedules are in addition 
to the numerous syndication buys made 
earlier by the manufacturer’s dealer 
groups. Bob Lazetera is the timebuyer. 


SUNKIST GROWERS, INC. 
(Foote, Cone & Belding, Inc., L.A.) 


Activity should break in top markets as 
soon as the warm weather hits for a new 
line of frozen fruit punches from 
SUNKIST. About $1°%4 million is to be 
spent, with tv included in the media 
plans heavily for the first time. The 
drinks are lemon-flavor combined with 
strawberry, raspberry, pineapple or grape 
and have been tested in several markets. 
Tv schedules will be confined probably 
only to very top markets, with New York, 
Los Angeles and Chicago getting the 
heaviest concentration. Media director 
Gene Duckwall is the contact. 


VOGUE BELT & ORNAMENT 
co. 
(Mohr & Eicoff, Inc., Chicago) 


This firm is importing an ultra-thin, 
jamproof zipper from abroad and plans 

to introduce it via tv spot and print in a 
two-four-week test push in Milwaukee. 

If successful, the campaign on ALCO 
SEAMLINE invisible zippers will expand 
to cover the midwest by summer and go 
national by fall. Mel Smith is the 
account contact. 


WINSTON SALES CO. 

(Mohr & Eicoff, Inc., Chicago) 

As spring appears, this firm looks to a 
mid-April start on the big campaign for 
its mail-order fishing kits. About 300 
top and secondary markets will get lengthy 
commercials featuring Bill Stern and 
Red Fisher. Frequencies vary from one 
to 10 announcements per week, with most 
spots placed adjacent to sports programs. 
The series is planned to run 39 weeks, 
similar to the °59 campaign. Buying 


contacts are Roy MacLean, Joel Winer, 
Mel Smith and Arlene Smith. 
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Davis (Continued from page 28) 
parent. In many cases less gross 
rating points will deliver a higher 
unduplicated. This can be caused by 
any number of situations. For ex- 
ample, a schedule with high individ- 
ual ratings but only a few spots will 
deliver more unduplicated than a 
schedule with low individual ratings 
and a lot of spots. A good rule of 
thumb is the fewer the spots, the less 
chance for duplication—and thus a 
higher net rating. 

Another example of unduplicated 
rating use is where an advertiser has 
a network show and wants to build 
maximum unduplicated reach on top 
of his existing coverage. How is this 
best accomplished? Horseback re- 
search might suggest using a different 
station than the network buy. Sur- 
prisingly, though, in many cases this 
is not the best approach. To find out 
for sure, only a special net rating 
study will tell. 


Useful Concept 


We have found the unduplicated 
concept so useful and important to 
ourselves and to agencies that several 
months ago we created special net 
rating estimating charts. With these 
charts, one for daytime and one for 
nighttime, we can estimate net ratings 
for various size schedules ranging 
from one to eight nighttime and three 
to 36 daytime. For example, 12 day- 
time announcements per week will 
reach 40 per cent of a market in a 
week and 70 per cent in four weeks. 
This is based on a schedule of average 
rated spots grossing 90 rating points. 

There is a need for these estimating 
tools, since special tabulations by the 
rating services generally take too 
much time (and money). Aside from 
the cost aspect, it can take as long as 
a week or more to get a special un- 
duplicated tabulation of a schedule. 
And with spot’s quick buying tempo, 
more often than not a salesman needs 


the information the same day he sub- 
mits a schedule. Thus with these 
charts we (and agencies) can esti- 
mate net ratings before a schedule is 
placed. 

Station representatives have also 





ROBERT F. DAVIS 


been directing more and more re- 
search effort to sell spot as a medium. 
The latest contribution by CBS Tele- 
vision Spot Sales is a series of graphs 
that tell how much a specific national 
spot tv campaign will cost and, most 
important, how many homes it will 
reach. 

At a glance, an advertiser can 
gauge the effect of adding markets to 
a campaign as well as increasing the 
number of announcements in a mar- 
ket. The audience 
special unduplicated projections — 


reach includes 
audience reached on both a one-week 
and four-week basis (see accompany- 
ing table for a sampling of the data 
available in this special study). 

The reach possible with announce- 
ments is staggering. With just four 
spots a week in the top 15 markets, an 
advertiser will reach 14 million dif- 
ferent homes weekly, equivalent to a 
national rating of 31.7 percentage of 
U. S. tv homes). In four weeks this 
reach will grow to 20.5 million un- 
duplicated homes, equivalent to 46.3 
per cent of U. S. television homes. 

What about cost? Despite the truly 
national saturation (achieved in only 
15 markets) this schedule of 20- 
second announcements comes in at 
just under $40,000 per week. 

Every so often we hear someone 
attack the television or advertising 
industry for overreliance on ratings. 
I think most of this criticism is un- 
founded. Few spot tv salesmen and 
few timebuyers rely exclusively on 
ratings. As discussed above, undupli- 








cated ratings plus audience composi- 
tion and other statistical measures all 
go into the complicated equation of 
selling or buying time. More impor- 
tant, however, buyers today are be- 
coming “brave” and looking at in- 
tangibles—like advertising climate. 

Early last summer we took a step 
toward making advertisers and agen- 
cies more conscious of intangibles 
like advertising climate, viewer re- 
ceptiveness and station personality 
when we unveiled a major motivation 
research study called “More Than 
Meets the Eye.” It was a survey con- 
ducted jointly by the Institute for 
Motivational Research and Market 
Planning Corp. in the New York and 
Los Angeles markets. 

The research documented not only 
a very real difference in how a viewer 
feels about network stations versus 
independents, but about the three 
network stations as well. Apparently 
small “quality” differences between 


stations become magnified in a 
viewer’s mind and result in a decisive 
endorsement for the leading station. 


What goes into the make-up of 





; 


? a 
‘ a 
Television spot 


will spurt 23 per ceatz- 
to $424 million © > 7 
in 1959 — a height from 
Swhere it will be in position. 5 
“fo bid for industry leadership — 
while TV Aetwork ‘ 
time sales will rise 

Seven per centto $454 million, 
according to @Stimates, 
by authoritative GOufEees. 


Why the unprecedented 
swing to spot? For 6ne thing, | 
it provides essential multiple 
sales impressions and valuable 
cumulative audience patterns, 
at attractive costs. Br7 
Therocession to H-R has been 
even More spectacular. Since 
its first year 6Poperation in 1950 ° 
H-R has expanded eighteen-fold re 


more than seven fifmes 4 Vt" 
the rate of growth of \' 
the spot mediuffipit serves: at 


The reason? Outstanding 


salesmanship, wth ELR. Television, Inc. 
among others. Representatives 
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station image? Based on the projec- 
tive attitude tests and depth inter- 
views that went into the survey, here 
are 10 points made by the Dichter 
researchers and psychologists: 

1. The excitement of television ap- 
pears to be one of the keys to station 
image. People get excited about what 
they see on some stations but are 
passive, uninterested and non-respon- 
sive to other stations. This excitement 
tends to spill over to the advertiser, 
too. 

2. Enjoyment is a similar viewer 
reaction. A person might split his 
viewing equally between two stations 
one night, but the enjoyment ratio 
might turn out to be two to one. 

3. The balanced variety of worth- 
while programming is also crucial, 
providing a “more morally, permis- 
sive climate for more relaxed and 
responsive adult viewing of all pro- 
grams.” In contrast is the feeling that 
some proguams on some channels rep- 
resent “killing time,” creating “un- 
easiness and guilt that precious time 
is being wasted away.” 


Distinctive Character 

4. Anticipation is a distinctive 
characteristic, with more viewers 
looking forward to more programs 
on certain channels and, as a result, 
tending to bring a “psychological set 
of greater attention and interest to 
both the programs and commercials 
involved.” This anticipation is even 
enjoyed for itself. Evidently it helps 
to break the monotony and routine of 
everyday living. 

5. More active viewing is another 
pattern confirmed by the tests—as 
contrasted with a tendency towards 
more passive viewing of programs 
and commercials on other channels 
which respondents reveal may often 
have been turned on by children or 
other family members than them- 
selves. Arising from the viewer's an- 
ticipation, the researchers found dif- 
ferentiated psychological sets on the 
part of viewers, ranging from an ac- 
tive “all eyes and ears,” “sitting on 
the edge of your seat” and “attentive- 
ness” to a “passive,” “disinterested,” 
“mind on other things,” “half-watch- 
ing.” 


6. Word of mouth comment about 
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Auto (Continued from page 32) 

largest percentage increase in a 
single product classification, other 
important raises included: watches, 
jewelry and cameras, up 105 per 
cent, from $861,000 to $1,768,000; 
amusements, up 71 per cent, from 





stations is another important factor 
both before programs in anticipatory 
discussion and after programs have 
been seen in sharing reactions. 

7. The trust and confidence viewers 
have in newsmen and personalities 
seen on a station, plus the general 
emphasis the network and _ station 
place on public service, contribute to 
the greater trust and confidence in 
commercials and products associated 
with a station. 

8. Station policies on commercial 
acceptance and treatmeni are also a 
factor in building trust and confi- 
dence into a station’s personality. 
They also shape a climate of “re- 
sponse,” plus an expectation of “more 
respected and reliable brands and 
brand information.” 

9. Advertising and promotion car- 
ried out by the station affect “com- 
pany image” just as it does for any 
advertiser. This includes both news- 
paper advertising and on-the-air pro- 
motion of the station and its pro- 
grams. 

10. A final element is the “emo- 
tional feeling resulting from years of 
general program satisfaction — view- 
ing needs which were met.” The sta- 
tion which has satisfied more of these 
needs of the viewer over the past 
years has, therefore, created a more 
positive image for itself. 

Though the survey was an impor- 
tant step away from overreliance on 
ratings (by both seller and buyer), 
we consider it as only scratching the 
surface of going beyond ratings and 
measuring television’s true impact. 
Our future research plans are clearly 
aimed at unraveling this perplexing 
media research problem. Let’s call it 
a search for the advertiser’s goal ot 
three successive P’s: which medium 
will deliver the most prospects—ac- 
complish maximum persuasion—and 
result in the greatest number of pur- 
chases. 


$175,000 to $299,000; tobacco, up 
56 per cent, from $5.8 million to 
$9.0 million, and appliances, up 55 
per cent, from $1,185,000 to $1,835,- 
000. 

Assisting TvB in estimating ev- 
penditures of national and regional 
advertisers are reports from 341 sta- 
tions. An analysis of 316 stations 
reporting on the fourth quarter of 
both 1958 and 1959 showed an in- 
crease of 13.3 per cent in spot ex- 
penditures. 

Among individual companies 
which increased their budgets over 
the same period last year were Proc- 
ter & Gamble, going from °58 ex- 
penditure of $9,273,500 to °59’s $12.- 
035,400 (which, as usual, made it 
the country’s number-one spot user) ; 
Adell Chemica! Co. (Lestoil, Inc.). 
from $3,854,200 to $4,424,200: 
American Home Products Corp., 
from $2,011,100 to $3.207.800: 
Brown & Williamson Tobacco Co.. 
from $1,393,900 to $3,007,200; Col- 
gate-Palmolive Co., from $1.815,000 
to $3,266,300 and Wesson Oil & 
Snow Drift Co., from none to $1.- 


062,400. 


Christmas Spurt 

Reflecting the pre-Christmas use of 
spot to promote gift items, Lanvin 
Parfums, Inc., Louis Marx & Co.. 
Inc., and North American Philips 
Co., Inc., were present for the first 
time among the top 100 spot spend- 
ers in any quarter. Lanvin spent 
$379,400 for its perfumes, Marx ex- 
pended $417,000 for its toys, and 
the Norelco shaver budget accounted 
for most of North American Philips’ 
investment of $630,600. 

Others appearing on the top 100 
list for the first time were Contadina 
Foods ($382,500), Kayser-Roth 
Hosiery Co. for its Supp-Hose 
($440,100) and Quality Bakers of 
America Co-op ($449,500). 

Continuing as the largest single 
product classification, food and groc- 
eries had a fourth-quarter invest- 
ment of $47,744,000, some $3.5 mil- 
lion greater than in 1958. Following 
were drug items at $16,923,000 (vs. 
$15,483,000 last year), cosmetics 
and toiletries at $14,282,000 (vs. 
*58’s $11.6 million) and _ ale-beer- 
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wine at $11,729,000 
000 in 1958). 
While several product categories 


(vs. $11,593.,- 


showed decreases (publications down 
$72.000, paper products down $420,- 
000, tv-radio-phono down $194,000), 
the greatest drop revealed confec- 
tions and soft drinks down $1,304,000 
from their fourth-quarter expenditure 
of $8.0 million last year. 


Night Gains Most 


While daytime spot continued to 
show increases, as it’s done through- 
out the year, hitting $62,297,000 vs. 
$60,559,000 in 1958's final period, 
nighttime showed the greater in- 
crease, going from $70,505,000 to 
$81,960,000. Late-night spot rose as 
well, going from $18,041,000 to 
$21,475,000. 

Night tv accounted for 49.4 per 
cent of the spot total, with daytime 
contributing 37.6 per cent and late 
night 13.0 per cent. For the °58 
period, shares were night 47.3, day 
40.6 and late night 12.1. 

Commercial announcements, as 


distinguished from program buys 


and ID’s, drew even further ahead 





WAVY-TV Norfolk was host to a special 
cocktail party and tour of Tidewater 
Teleradio facilities for the Bank of 
Virginia employes. The bank has 


sponsored the 6:40 weather program, 
with Carol Knock and Van Cantfort 
as hosts, since WAVY-TV went on the 
air Sept. 1, 1957. Shown (I. to r.) are 
R. Norris Hatch, vice president of the 
Bank of Virginia, Norfolk; J. Glen 
Taylor, president of Tidewater Tele- 
radio, and Heyward T. Denyes, re- 
gional vice president of the Bank of 
Virginia. 





as the type of investment preferred 
by advertisers. In 1958, announce- 
ments cost agencies and clients $109,- 
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ing... vicsseens 504,500 
68. B. T. Babbitt Co., 

Eee Orr 499.800 
69. Falstaff Brewing 

CHO. pckaseues 496,100 
70. Tea Council of 

ie Sa aoe 493,100 
Ties EO, 6c cs 491,800 
72. Parker Pen Co..... 484,000 
73. Esso Standard Oil 

De ee ate 481,000 
74. Hertz Corp. ...... 479,800 
75. Alberto-Culver .... 470,500 
16. Suife & Co........ 456,700 
77. Quality Bakers of 

i. ee 149,500 
78. Welch Grape Juice 

oe a 149,200 
79. Kayser-Roth Hosiery 

CA a aakeneees 440,100 
80. Standard Oil Co. 

(Indiana) ..... 137.200 
81. Associated Products, 

Pe 435.700 
Piel Bes oon ecks 432.700 


83. Pharma-Craft Corp., 


SRA ae 430,300 
84. Interstate Bakeries 
MM. ‘eteasece 128,700 


85. Exquisite Form 
118,400 


Brassiere, Inc. .. 


86. Chrysler Corp. .... 418,100 
87. Louis Marx & Co., 

PAG 2nGRtken ees 417,000 
88. Atlantis Sales Corp. 416,600 
89. E. F. Drew Co., Inc. 401,000 
90. Duncan Coffee Co.. 398,200 
91. United Vintners, Inc. 396,100 


92. Sun Oil Co. ...... 388.000 
93. National Dairy 


Products Corp. 387,000 
94. Chunky Chocolate 

TO oc awieneen 385,500 
95. Monarch Wine Co., 

Pere 384,600 
96. Contadina Foods .. 382,500 
97. Lanvin Parfums,Inc. 379,400 
98. Food Manufacturers, 

eee 377,600 
99. Paxton & Gallagher 

RUS. inne Giadevan S Riets 372,500 
100. Gold Seal Co. .... 368,500 


682,000, or 73.6 per cent of total 
spot expenditures, while programs 
accounted for $22,422,000 (15.0 per 
cent), and ID’s cost $17,001,000 
(11.4 per cent). 

In 1959, announcements registered 
$127,971.000 (77.2 per cent of the 
total investment), programs $20,- 
066,000 (12.1 per cent), and ID’s 
$17.695,000 (10.7 per cent). 


Changes in Top 100 


As noted previously, TvB includes 
participation buys in the announce- 
ment category, although these often 
are specific program buys. 

Between the °58 and °59 fourth- 
quarter periods, a number of inevit- 
able changes occurred in the order 
of the top 100 advertisers. Procter 
& Gamble retained its dominant posi- 
tion, but Warner-Lambert fell from 
second to 12th place, Ford Motor 
Co./Dealers rose from 99th to 26th, 
and Lanolin Plus, Plough, Inc., and 
others jumped from tail-end posi- 


tions to high on the list. 
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HARDY 
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WNAC-TV, Boston 





Wire or phone 
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Carling 


(Continued from page 27) 


cessfully both regionally and na- 
tionally. President Dowie explains 
the need for such a system. 

“Since 1953,” he says, “the com- 
panies which have enjoyed the great- 
est growth have been the companies 
which might be described as large 
regional companies, companies dis- 
tributing their brands through a one- 
to-five-or-six-state area . . . Since the 
trend indicates that our major com- 
petitors will be the large regional 
breweries, we felt that if our com- 
pany were to continue to grow we 
must not be at any competitive dis- 
advantage to these companies. It was 
obvious that if we were to prosper 
we must match them in every respect 
and have as a plus in our favor the 
fact that our brands were national 
brands. 


Decentralize 


“We have always been great be- 
lievers in decentralization, and our 
general management is highly de- 
centralized. Each of our six plants 
is managed by a regional vice presi- 
dent who is responsible not only for 
the management of the plant but is 
in general a steward of the com- 
pany’ affairs for the entire area 
which the plant supplies. These re- 
gional vice presidents have the ad- 
vantage of a very strong staff of 
experts in each phase of the business 
working with me at the head office 
and ready to advise them in all areas 
of general management and plant 
management. 

“To attain the same sound com- 
petitive position in marketing was a 
more difficult thing because we have 
not only regional competitors but 
also national competitors, and it was 
obvious that the efforts we made to 
establish our brands as truly na- 
tional brands were going to con- 
tribute greatly to the ability of our 
brands to meet regional competition.” 

To properly meet the marketing 
problems thus posed, Carling decen- 
tralized its marketing organization. 
Five divisions were set up, each under 
a divisional marketing director, as- 
sisted by his divisional staff—a sales 
manager, an advertising and promo- 
tion manager and a number of other 
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sales and plans specialists. 

These groups operate independent- 
ly under the overall direction of the 
top marketing executives in the Carl- 
ing home office. Additionally each 
divisional marketing group is coun- 
seled by 
agencies. 

Arnold C. Graham Jr., advertis- 
ing and promotion director, said, 


divisional advertising 


“Carling has one major agency for 
each of its three main brands. Lang, 
Fisher & Stashower, Cleveland, is the 
parent agency for Black Label beer; 
Benton & Bowles, New York, handles 
Red Cap ale, and E. H. Weiss, 
Chicago, is the agency for Stag. How- 
ever, in the case of Black Label, the 
parent agency is assisted by five re- 
gional agencies in plant areas.” 

The various agencies are: Harold 
Cabot & Associates, Boston; Aitken- 





The CBS Films annual award for pro- 
motional effort was made to Carl- 
ing at a special meeting of the Cleve- 
land Advertising Club. 


Kynett Co., Philadelphia; Liller, 
Neal, Battle & Lindsey, Atlanta; 
Winius-Brandon Co., St. Louis, and 
Guild, Bascom & Bonfigli, Tacoma. 

Lang, Fisher & Stashower is re- 
sponsible for preparing the basic 
strategy for all areas and for the 
national advertising program for 
Black Label. The regional agencies, 
working with LF&S, prepare local 
media plans and any special material] 
relating to their own regions. 

Fred Stashower, president of 
LF&S, believes that local identity is 
important in both product and local 
image and that this can best be at- 
tained by the regional-agency system. 


Also, the local agencies are in a posi- 
tion to get the best time availabilities 
as they open up on local stations, 
and are best capable of handling 
local merchandising and promotional 
campaigns. 

In a time of restlessness in the 
beer business, Mr. Stashower is 
proud to point out that Carling has 
retained all of its agencies since the 
times they were assigned, which gives 
the operation a good deal of sta- 
bility. 

As Carling widened its markets 
and improved its distribution, its 
advertising was necessarily increased 
proportionately. From a single sports 
newsreel in Cleveland in 1948, the 
television coverage has spread until 
it includes a weekly syndicated films 
series in 62 markets, four specials on 
the CBS Television network, local 
sports, news and weather shows, re- 
gional sponsorship of CBS-TV’s base- 
ball Game of the Week, regional 
network sponsorship of both the 
Indians and the Browns, the All-Star 
football game on ABC-TV and re- 
gional hockey games on CBS-TV. 
Television accounts for over 50 per 
cent of Carling’s ad budget, while 
another 30 per cent goes to radio, 
giving the broadcast media 80 per 
cent of the more than $8 million a 
year spent by the company on ad- 
vertising. 

It was only in the present season 
that Carling reached the point where 
its distribution warranted a truly na- 
tional advertising effort on televi- 
sion. This has been split into two 
major sections with one similarity— 
the same star. 


Bought Phil Silvers Show 

CBS Films’ The Phil Silvers Show 
was the first syndicated series pur- 
chased by Carling on a_ national 
basis. They also bought four Phil 
Silvers specials on CBS-TV. The film- 
series buy was firm for a full year 
with options for renewal for two 
more years. Dorian St. George, Carl- 
ing’s national television and radio 
manager, says “Phil Silvers has tre- 
mendous ability as a beer salesman.” 
Silvers has made a number of com- 
mercials which are shown with his 
series, although the famous Carling’s 
“Mabel” is also in use. 
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Jean Davis Goodspeed, a New 
York model, has been “Mabel” for 
the company 
first went wholeheartedly into tele- 
vision. The well-known “whistle and 
wink” campaign, featuring the slo- 
gan, “Hey, Mabel, Black Label,” has 
been eminently successful. In some 
cases “Mabel” and Phil Silvers join 
forces in the commercials. 

When it was decided to use the 
Silvers show and specials in a big 


10 years, ever since 


advertising push, Carling prepared 
to back up the campaign with mer- 
chandising and promotion. 


Two Themes Used 


The two themes were set up— 
“Hey, Mabel, Black Label” issuing 
from Silvers’ mouth and “Bilko was 
here.” One of these was used on all 
point-of-sale material. 

Full-sized and half-sized floor dis- 
plays of Silvers (out of uniform) 
were furnished to retailers, along 
with display cards, brochures, mo- 
tion pieces, bottle toppers, buttons, 
teaser mailings and posters. Distri- 
butors were informed of the promo- 
tion in a series of regional meetings. 

The point-of-sale material was dis- 
tributed in time for the first Silvers 
special on Oct. 17, 1959. On Jan. 1, 
1960, it was estimated that 20 per 
cent of the material was still in use. 

This promotional cam- 
paign has been recognized by CBS 
Films as the outstanding effort of 
the season made for a CBS series. 
The annual award for merchandising 
will be given by CBS Films to Carl- 
ing at a special meeting of the Cleve- 
land Advertising Club on March 30. 


Similar spring and summer cam- 


Carling 


paigns are planned. 

Carling has also had tremendous 
success with its spot campaign for 
Stag beer in the area around St. 
Louis. This product, which is dis- 
tributed Illi- 
nois, Arkansas, Oklahoma, Tennessee 
and southern Iowa, has used UPA’s 
cartoon character, Mr. Magoo, as its 


in Missouri, southern 


salesman for several years. The com- 
mercials have been prominent on 
ARB’s list of most-liked tv ads for 
some months, and one spot was a 
winner in the Cannes competition in 
1959. (See G.E. story, page 29) 


G.E. 


(Continued from page 29) 


A first step in achieving complete 
identification was to plan heavy 
schedules of at least 90 spots per 
market, with the great majority of 
announcements in minute length, and 
with every major market covered in 
a three-four-week span. 

To prevent viewers from becoming 
bored with the great many Magoo 
spots they'd see in a short period, 
GE and UPA prepared a dozen com- 
mercials in different lengths. Among 
the 


ordinary bulbs, a new 100-watt in- 


various items advertised were 
side-frost bulb, a two-way light in- 
troduced in certain areas and called 
“Hi-Lo,” 100-watt white bulbs and a 
new bulb known as “Celeste,” to be 
tested in a few markets. 

In addition to approximately $1 
million expended for air time, an- 
other $100,000 was budgeted for pro- 
motion and merchandising efforts, 

Before the campaign was crystal- 
lized, the company set out to famil- 
iarize its thousands of local distribu- 
tors and dealers with Mr. Magoo 
and the coming drive. Sales meetings 
were held at which a Magoo cartoon 


was shown and passes for 1,001 
Arabian Nights were distributed. 
Across the country teasers were 


mailed, with a typical flyer picturing 
a leopard and the wording, “What 
is loaded with spots, will spring soon 
and has real teeth in it?” The answer, 
of course, was “Operation Satura- 
tion,” with each dealer advised of 
the start of the tv schedules in his 





A rapidly growing company in a 
tight industry, Carling seems to have 
discovered the secret of competing 
with both regional and national com- 
petitors. In its advertising the com- 
pany has been most concerned with 
creating a warm and friendly feel- 
ing for its products. 

Mr. “In selling 
beer, the important thing is to estab- 


St. George says, 


lish and maintain a good image for 
the product and the company.” Carl- 
ing’s stable and well-thought-out mar- 
keting and advertising program seems 
to be doing just that. 


market, stations, number of an- 


nouncements, etc. 
Furnished GE by the cartoon pro- 
ducer were “as many kits as we 


Mr. 


kit containing full-color prints of 


wanted,” said Leverence. each 


Mr. Magoo for display purposes, 
window streamers, banners and simi- 
Theatre 


managers who showed Magoo films 


lar promotional material. 
were supplied with tie-in signs to 
post in stores where GE lamps are 
sold. 

GE, working on its own, designed 
a series of merchandising displays 
featuring its bulbs, Mr. Magoo and 
the campaign theme, “Its easy to 
see the best bulbs are GE.” Window 
streamers and display cards were 
prepared. A final fillip for the local 
retailer was a lapel pin of Magoo 
holding a light bulb. 

“We made up 15,000 pins in en- 
ameled metal and rhinestones costing 
a quarter each. Some 8,000 of the 
pins were distributed in the New 
York area alone,” George Leverence 


noted. 


Ponanauly Page” 


While serving a single 
station market, WTHI-TV 
fulfills its public service re- 
sponsibilities in a way that 
has gained for it the appre- 
ciation and support of its 
entire viewing area . . . a cir- 
cumstance that must be re- 
flected in audience response 
to advertising carried. 





Five full % hours of local 


. 2m «public service program- 


ming each week. 


WTHI-TV 


CHANNEL 10 CBS - ABC 


TERRE HAUTE 
INDIANA 


Represented Nationally by Bolling Co. 
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On the national level the manu- 
facturer scheduled a series of maga- 
zine ads which featured Magoo 
cartoons. Network radio was also 
used as a supplement to the tv pro- 
motion. 

Locally, retailers were provided 
with newspaper mats and with a list 
of promotional suggestions to offer 
to stations carrying the GE schedules. 
The list included such ideas as a 
station-provided display of light 
bulbs in its lobby or show-windows, 
numerous mailings to dealers advis- 
ing them of the campaign, answering 
all phone calls with, “This is sta- 
tion ——,, home of Mr. Magoo,” ete. 

Mr. Leverence reported station co- 
operation across the country was ex- 
cellent. “We've had every one of 
those 20 suggestions used some- 
where,” he said, “with a Dallas sta- 
tion towing a Magoo banner behind 
a helicopter. wrca-TvV New York is 
running the campaign theme on its 
display sign in Times Square for a 
week. WABC-TV sent out Magoo-a- 
gram messages to 1,500 retailers and 
supplied 2,000 car-bumper stickers.” 

The kind of schedules that merit 
such station cooperation can best be 
exemplified by the New York cam- 
paign. WRCA-TV got 15 minute spots 
weekly for three weeks; WCBS-TV re- 
ceived 24 minutes and ID’s weekly 
for the same period, and WABC-TV 
was to run 49 minutes and ID’s per 
week over four weeks. The announce- 
ments were scheduled virtually 
around-the-clock. 

“As we did in many top markets,” 
said Mr. Leverence, “we jumped in 
New York from a planned 90 spots 
to a total near 300. We felt sure even 
before the campaign got under way 
on the west coast and in the middle 
west in February that we had some- 
thing exciting. The dealer reaction 
to our tv previews was 100 per cent 
favorable; we didn’t get a single 
word of criticism—and we’ve had 
plenty on past efforts. 





LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 
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H. D. “Bud” Neuwirth has been 
named assistant to John W. Kluge, 
president and chairman of the board 
of the 
Corp. Mr. Neuwirth for the past three 


Metropolitan Broadcasting 


years has been an account executive 
in the New York office of John Blair 
& Co. He previously held similar posts 
with the Katz Agency and H-R Rep- 


resentatives. 





Wall St. 


mately 100 people, including produc- 


(Continued from page 43) 


ers, directors, cameramen, writers and 
a host. of other technical skills. The 
key executives of the company are five 
men: Judd L. Pollock, president; 
Marvin Rothenberg, vice president 
and secretary; Gerald Hirschfeld, 
vice president; Gerald Kleppel, vice 
president, and Arnold Kaiser, treas- 
urer. All members of the manage- 
ment are under 41 years of age, and 
all are directors. A sixth member of 
the board is to be elected—Charles L. 
Hewitt, a partner of Francis I. du 
Pont, the managing underwriter. 
Another key employe is Lawrence 
Madison, a_ producer-director and 
cameraman who has been signed to a 
five-year contract at an annual salary 
of $25.000. In addition, Mr. Madison 
is to receive one-third of the profits 





Probably the best proof of our 
confidence in what tv will do for 
us is that we’re already working on 
an expanded program for next Sep- 
tember. While we know light bulbs 
aren't the kind of thing anyone 
‘rushes out’ to buy after seeing an 
announcement, we're sure Magoo, 


‘saturation tv and plenty of mer- 


chandising, will give us the concen- 
trated advertising we've been seek- 


ing.” 


on all completed jobs on which he 
works, plus sales commissions in 
varying amounts not to exceed 10 per 
cent on sales of films which he is au- 
thorized to sell, and one-third of the 
company’s profits on sales of prints 
of films which he has sold or in the 
case of hunting or fishing films he has 
produced. 

The directors and officers of the 
company as a group owned 95 per 
cent of the company’s shares, both 
A and B shares, and after the offer- 
ing they owned 60.7 per cent. 


Tv Study for Churches 

The Church in the World of Radio- 
Television, by John W. Bachman, has 
just been published by Association 
Press, 291 Broadway, New York 7. 

Dr. Bachman discusses the prob- 
lems, possibilities and philosophy of 
programming as well as the changing 
role of advertisers and the places of 
news and entertainment. He attempts 
to view objectively the church’s task 
of communications, Specific projects 
and approaches to Christian aims are 


proposed. 


Agency Network Directory 

An International Directory of Mem- 
bers of Advertising Agency Networks 
has just been published by Long Ad- 
vertising Management Publications, 
5347 N. Santa Monica Blvd., Mil- 
waukee 17. The book includes history, 
background and listing of members 
of the various networks with head- 
quarters and officers of each. Dates of 
annual conventions and regional meet- 
ings, as well as addditional informa- 
tion on the methods and advantages of 
agency networks are listed. Price of 
the spiral bound volume is $5. 


Belafonte Biography 
Belafonte, by Arnold Shaw. Chilton 
Co., Philadelphia. 338 pp. $3.50. 

Labeled “an unauthorized biog- 
raphy,” this just-published book is 
the life story of the popular and 
talented ballad singer. Mr. Shaw first 
met Harry Belafonte at an RCA 
Victor recording session in 1953, 
and his interviews with friends and 
relatives, as well as his personal 
acquaintance, has enabled him to 
write a fast-moving biography, filled 
with anecdotes, incidents and details 
of the star’s personal life. 
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« | In the picture 


in 
per 
au- Ralph C. Robertson, formerly advertising director of B. T. Babbitt, Inc., has been 
the appointed senior vice president and elected to the board of directors of Geyer, Morey, Madden 
ints ff & Ballard, Inc., it has been announced by Sam M. Ballard, president of the agency. Effective 
the | May 18, GMM&B becomes the agency for Babbitt, and Mr. Robertson will supervise the 
has account, which represents another step in the agency's increasingly heavy involvement in 
package-goods business. Mr. Robertson was vice president and marketing director of Geyer, 
the Morey, Madden & Ballard for five years, and returns to the agency after a two-year associa- 
per tion with Babbitt. During his previous tenure at the agency he was responsible for the 
oth =f American Motors purchase of ABC-TV’s Disneyland before the program ever went on the 
ffer- air. A Kentuckian by birth, he lives with his family in Summit, N. J. 





Elected to fill three vacancies on the board of 
dio- directors of BBDO are Whitman Hobbs (1.). with 
has § the agency since 1943 and a vice president and as- 





tion sociate director of the print copy department; James 

7 R. Schule (c.), vice president and secretary of 

rob- BBDO, which he joined formally in 1957 but had 

y of served since 1948 as legal counsel, and Burton E. 

zing Vaughan (r.), vice president and manager of the 

s of regional office in Pittsburgh, with BBDO since 1947 

npts and a veteran of 35 years in advertising. 

task 

ects F The appointment of David Mathews as a vice president and director of network pro- 


are grams in its Los Angeles office has been announced by Fuller & Smith & Ross, Inc. He will 


be responsible for production and supervision of such FSR-client shows as Alcoa Theatre, 
Alcoa Presents and Bourbon Street Beat. Mr. Mathews, who succeeds the late Willson M. 
Tuttle, joined FSR in January 1959, following a time as general manager in charge of 





[em- } 





da production for Gross-Krasne at California Studios. For six years prior to that he was execu- 
Ad- tive producer for several leading advertising agencies in Hollywood. Following World War 
oaks II he was a writer-producer with Universal-International Pictures and Columbia Pictures. 
Mil- He was also a publicist with MGM and a director on the straw-hat theatre circuit. A native 
anit of St. Paul, he graduated from the University of Michigan with a B.S. 

bers } 

ead- The election of three vice presidents in the pro- 

2s of gram department of NBC-TV has been announced: 

neet- Harold F. Kemp (c.), vice president, nighttim: 

rma- programs, west coast, with NBC since 1951; 

esof || Richard L. Linkroum (I.), vice president, special 

e of t programs, who had been appointed director, special 


programs, last month, and who has been with the 
network since 1953, and David W. Tebet (r.). 
vice president, talent relations, and director, talent 





ilton 

) relations, since last August. 

viog- I 

k is The election of Harold A. Smith as a vice president has been announced by Needham, 
and jj Louis & Brorby, Inc. He will continue to serve the Chicago advertising agency in the 
first capacity of head of press relations for the organization and program promotion and mer- 
RCA chandising for its television and radio programming department. Mr. Smith started with 
953, | NL&B in April 1958. He entered the agency to take over the promotion and merchandising 
and f post in the tv-radio department, and six months later he was also given the press assignment. 
onal For a dozen years prior to his going with NL&B Mr. Smith had served with the National 
n to || Broadcasting Co. Initially he held down the position of advertising and promotion manager 
illed of WNBQ and wMaQ Chicago, and later he became sales planning and promotion manager 
tails of the central division network tv sales department. 
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ARE YOU HEP? 


Do you belong to the fast-growing 
group of timebuyers who know that 
the fastest growing metropolitan area 
in Minnesota is Rochester? 


Do you know that this rich, expanding 
market has a annual spendable in- 
come of $886 million? 


You are not hep if you don't know 
that this rich market can be yours 
through KROC-TV. 


KROC-TV delivers 70% sign-on to 
sign-off share of audience. 


Don't delay. Call the Meeker fellows. 
They have all the facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 
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Heel and toe: Victor Orsatti is a 
television producer, but his wife, 
Dolores Donlon, won a divorce from 
him in Los Angeles because, she told 
the judge, he refused to eat her meals 
and kicked the table and, perish for- 
bid, the tv set. 

* * * 

Tips in this television age: A 
woman viewer was very impressed, as 
were many other viewers of both 
genders, with a network show about 
boiler-room stock swindlers who were 
promoting a non-existent company 
called Space Age Metals. 

The day after the telecast this 
woman viewer phoned her local Se- 
curities and Exchange Commission 
office, according to The New York 
She told the SEC man that 
she was worried as all blue chips 


Times. 


because just prior to the telecast she 
had bought a utility stock over the 
telephone from a broker she had 
never heard of. The Securities man 
told her not to worry, both the stock 
and the broker were on the up-and-up 
and safe. 

The woman sighed with relief and 
then asked, “By the way, what do 
you think of this Space Age Metals 
stock?” 

* * * 

Life in this closed-circuit television 
age: The Japanese police are not only 
inscrutable but curious. They are 
now in the process of installing hid- 
den television cameras around the 
Ikebukuro entertainment 
area. The UPI release says the rea- 
son for the hidden cameras is so that 
the Nipponese police can peep into 
ganster activities on the streets of the 
neighborhood. 

It will, however, be only a closed- 


infamous 


circuit program, seen only at police 
headquarters. 

The cameras will be equipped 
with special lenses that allow a 180- 
degree sweep. Each camera can be 
halted immediately when the cop 
monitoring the screen spots a wanted 
criminal or sees a crime in action. 

Sounds like more fun than a police- 
man’s ball. 


The Stuttgart Innkeeper’s Associa- 
tion of Bonn, Germany, recently con- 
ducted a survey and found that tele- 
vision is one of the reasons for the 
decline of The Stammtisch, a German 
pre-World War II social custom of 
gathering around a round table in 
beer halls. 

Heil Video! 


* * * 


Perpetual motion: At option-pick- 
ing-up time, producers and such take 
heart from a Columbia University 
professor who’s the editor of a 2,270- 
page mechanical engineering hand- 
book. Two months after he had fin- 
ished the sixth edition, he found de- 
velopments had dated his information. 
He had to start revising. 

Why not remake re-runs? 


* * * 


Goodbye Mr. Chimp: /t looks very 
much as if animal trainer Robert 
Tomarchin is about to lose one-time 
tv star Mr. Moke, the pet chimpanzee 
he heisted from the St. Louis Zoo. 

Many ago, Mr. Tomar- 
chin picked up Mr. Moke when the 
chimp was a 


years 


nobody, not even 
hanging around a tree near Radio 
City. The trainer made the animal 
into a television personality. Some- 
time later he sold Mr. Moke to the 
St. Louis Zoo. Mr. Tomarchin 
couldn’t stand the separation, so he 
tried to buy the chimp back. When 
the zoo refused to sell, he kidnaped 
Mr. Moke and fled to Miami. 

A Miami judge refused to grant 
Mr. Tomarchin a writ of habeas 
chimpus and ruled that the trainer 
should be extradited to Missouri, 
where he faces larcency charges. 

But, at this writing, Mr. Tomar- 
chin and Mr. Moke are still in 
Miami. Their lawyer had them re- 
leased under $1,000 bond pending an 
appeal to the State District Court. 

Yet, most of the best legal experts 
we have consulted seem to agree that 
the two principals in the case will 
end up in St. Louis cells—Mr. Moke 
in the zoo, Mr. Tomarchin in the 
poke. 
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